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ADVERTISER'S WEEKLY 1°, SWEETS FIRMS TO ADVERTISE MORE: 
ee LE AD CONFERENCE RECORD PROSPECTS 


Advertiser's 
Weekly = 


7*7oroorrorere 


E ORGAN OF BRITISH ADVERTISING 


Every week a selection of the country’s 
foremost advertisers to women is 
found in WOMAN’S OWN. There 


is a very good reason. To be in 


WOMAN’S OWN is to be in 


21,16 


NET SALE (JULY-DEC. 1953) 


Stuart Mander, Advertisement Director, George Newnes Limited, Tower House, Southampton Street, Strand, 
London, W.C.2. Temple Bar 4363 (40 lines) 
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The banned 
posters 


Sirn,—J. H. Brebner, in his 

ence of the attitude of the 
British Transport Commission on 
posters, says that the poster 
covered out on British Transport 
hoardings is described in 
press as “having caused distaste 
among members of Accident 
Prevention Councils throughout 
the country.” 

Had Mr. Brebner taken the 
trouble to telephone to the Royal 
Society for the Prevention of 
Accidents he would have been 
told by General Young, the direc- 
tor of that organisation, that Bir- 
mingham Accident Prevention 
Council is almost alone in its 
condemnation of the pect and 
that it is widely exhibited by 
Acc t Prevention Councils 
and Road Safety Committees 
throughout the country. 

Mr. Brebner is silent on the 
rejection of the poster quotin 
the advice of the Minister o 
Transport to drivers on _ the 
effects of alcohol. This was not 
a “knocking” poster but dealt 
with a matter of vital public 
interest. It was an outrage for 
the Commission to reject that 
poster and the decision must be 
reversed. 

I hope that Mr. Brebner, who 
is so anxious to keep in step with 
the London Poster Advertising 
Association and the British Poster 
Advertising Association, has read 

article on page 1:0 of your 
issue of April 15, which refers 
to the importance of keeping the 
poster pure. 

On the railway line on which 
I travel there appear week after 
week la posters advertising 


shows with such titles as “Picca- 
dilly Midnight Nudes,” “Strip, 
Strip Hooray,” “Warmer Than 


Paris,” with appropriate sex 
titillating details. 

These posters are an offence to 
public taste and Mr. Brebner 


To The Editor... 


would be better employed in 
securing their removal than seek- 
ing to defend the action of the 
Commission in preventing drivers 
being warned of the dangers of 
alcohol which is the cause of so 
many tragedies on the roads 
T. C, Forey. 


Seare policy is 
justified 

Str,—Have seen a 
crash at over m.p.h. on the 
road? 

I have, and if every driver had 
seen one bad crash occur, death 
on the roads would drop to near 
zero. 

Road smashes are violent, 
dramatic and gruesome! 

Then dramatise the horrors in 
every possible way. Pictorially 
and in the text. If a driver 
hasn't the guts to “take it,” then 
he is unfit to be in charge of a 
lethal weapon often capable of 
80 m.p.h. and over. 

Jar them: out of their lethargy. 
Shock them—horrify them; but 
make them realise that they may 
be the next. 

Theory? No! I proved it 
some years ago by a press cam- 
paign which dramatised the 
danger of a petrol tank under the 
dashboard. 

Burnt out cars were then so 
common that they were hardly 
news. 

che slogan around which the 
campaign was built was, “Don't 
carry your life in your lap.” 

When do you hear of a car in 
a crash catching alight to-day? 

Thousands of people who, poor 
sensitive souls, were scared out 


of buying a car without a rear 
peirol tank, are alive to-day as a 
result. 

Do they resent the scare? 

Then let us take off the o- 
and scare all road users. ere 
is nothing controversial about 
sudden death. 

STANLEY WooDWARD. 

63, Queens Gardens, 
London, W.2. 


NEXT WEEK 
Special feature on “Direct Mail in 
Action.” 


Cruise ads pull 
in Pimlico 

Six,—I doubt very much if 
Gerald Green (April 15) has ever 
been on a Mediterranean cruise 
—or he must have been walking 
around with his eyes shut. 

I am of opinion that shipping 
companies have been advertising 
in the trade press, national press 
and various other types of media 
for years—including on the sides 
of London buses! 

Mr. Green doubts the pulling 
power of such an advertisement 
when a London bus is passing 
through the districts of Aldgate, 
Pimlico and Stepney Green. 
Before I entered advertising I 
worked as a steward on a luxury 
liner on quite a few Mediter- 
ranean cruises, and I can assure 
Mr. Green that a very large pro- 
—— of the passengers came 
rom such districts. 

Davip Porter. 
26 Montalt Road, 
Weedless Green. 


Twenty-five years ago 


APRIL, 1929 


Described as the first magazine 
of its kind, 7 rhe Gateway, designed 
for “women at work,” was launched 
asa war od monthly. 


* 

Final p am for the first Adver- 
tising Association examinations 
were completed. The scheme was 
described as o further me in build- 
ing up c a —s 

* 

tmperial Airways leqnshed a cam- 
paign to publicise ir new seven- 
day postal air-mail service to India. 


kK ok co 
The B.B.C. decided to take over 
the advertisement management of 
the Radio Times. Hitherto _¥ 


The Publicity Club of London 
cup, an annual award for work for 
advertising, was presented to Sir 
William Crawford. 

aK of tk 

A Liverpool branch of the In- 
corporated Sales Managers’ Associa- 
tion was formed. 

* * * 

Andrew Milne was in goal for 
United Newspapers football team 
when es ¢ es | G. -— s. 


Circulation of “he Daily Sketch 
topped the million mark. 


* 
A cou ~~ by eos Keiller's 
of a if of marmalade for 


sixpence , as 75,380 replies follow- 
ing three full front- -page advertis-- 
ments in the Irish Independent, 
wish Times and Cork Examiner. 


Creator: of 


DESIGN -PRINT- DISPLAY 


Paraday Street, Manchester 1. Tel. Central 4965/6 


(Showcards) 


Jea. Kent plays 
it straight 


Advertisers and agencies, their 
interest aroused by the report 
(ADVERTISER'S WEEKLY, April 
8) on the pulling power of the 
McDougall’s Self-raising Flour 
two-minute film, “Meet Mrs 


Hurst,” have been asking what 
is in this film. 
Paul Nugat, who saw this 


Theatre Publicity film last week, 
writes: “ ‘Meet Mrs. Hurst,’ star- 
ring Jean Kent, has no excep- 
tional qualities of appeal 

“It is loaded with that simple 
matter-of-factness, which any 
woman wears in the kitchen. An 
unseen male questioner puts his 
nose into Jean Kent's kitchen, 
whilst she is busy baking. The 
ingredient behi her answers, 
in each case, is the sponsor's 
product. 

“The end of the film is the 
discarded apron and a cosy little 
tea-party with husband and 
questioner. 

“No gimmicks, no stunts . 

a point that the report might 
perhaps have made clearer. 


Another | ad costs 
comparison survey 


The Incorporated Society of 
British Advertisers have pub- 
lished a table showing the cost 
per inch per thousand readers 
over the past five years for 
monthly magazines covered by 
the Hulton Readership Survey, 
in the current issue of the 
Society’s News Sheet. 

But they emphasise: “We 
have not attempted to relate 
costs to Hulton readership esti- 
mates nor have we taken into 
consideration factors such as 
page size, class circulation, that 
may well have an important 


bearing on advertising rates.” 

In September, last year, simi- 
lar figures were given for the 
principal national daily, Sunday 
and London evening papers. 


‘Wal kers 


Ltd. 
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Winsor & Newton Ltd London England - Winsor & Newton Inc New York City USA - Winsor & Newton (Pty) Ltd Sydney Australia 
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I’m moving into 
my own house, Harry 


It was always your ambition, wasn’t it? 4 With the biggest daily 


Yes, but it was only these last few years I began to believe I'd ont een ee 

. a , DAILY MIRROR 
ever attain it. Since the war, what with better pay, plenty of = he ul 
overtime and the two boys working as well, we've been doing 3 ors ~ . 
very nicely. After living in a council house all these years, pti deimsinel 
running expenses are going to be a lot higher of course, but I ri tory of 
think we shall manage. doe aageaes 

lowest square inch 

I’m sure you will, Harry. As a matter of fact, I happen to per thousand rate of 
know that quite a few people on this estate are following all national dailies. 
your example. 


It’s a change from the old days isn’t it? Me in my own house. 


When planning 
I wish my old Dad could have seen it. 


your schedules you 


DAILY MIRROR MUST include 


THE DAILY MIRROR 
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All set 
record AA 
conference 


Immediately after the Easter 
holiday total registrations for 
the 2Ist Conference of the 
Advertising Association, to be 
held at Bournemouth, May 6-9, 
were approaching 700. 

“Present indications are that 
there will be a record atten- 
dance,” states the April News 
Letter of the Advertising Asso- 
ciation. 

If accommodation _ permits 
there is good prospect of a four 
figure attendance. 

An important change in the 
business programme of the con- 
ference is announced. 

The free-for-all session, pre- 
viously timed for Saturday even- 
ing, will now take place on 
Sunday morning. 


The big debate 


The business programme for 
the Saturday afternoon session is 
now so important—and includes 
topics on which many delegates 
will wish to express an opinion 
—that the organisers feel time 
should be given for delegates to 
digest the contents of the 
speeches before making their 
comments in the free-for-all ses- 


Hold tight ! Here’s a new medium 


Advertising takes to the track. At this country's first stock-car 
race meeting, held at New Cross last Friday, a new medium—the 
cars themselves—attracted a few national advertisers. 

Bandbox took “space” on the car owned and driven by Tanya 
Crouch (left), and driver Cliff Davis found a client in Valspar enamel 
paint (right). 

Other drivers took the opportunity to advertise themselves. 
Among them was garage owner Raymond Way who also provided 
one of the two much-overworked breakdown wagons. 


DEATH OF WALTER HARROP 


Practitioners in Advertising——of 
which organisation he was a 
Fellow. 

He was a founder member of 
the Manchester Publicity As- 
sociation, and for several years 
had held the presidency of the 
Manchester ranch of the 
National Advertising Benevolent 
Society. He was also chairman 
of the First Friday Club. 

The funeral service will be at 
the Independent Chapel, Tint- 
wistle, Cheshire, to-morrow 
(Friday) at 3 p.m. 


at 
— on Tuesday. 
67. 

Joining the Osborne-Peacock 
Co. in 1907 he was soon per- 
sonal assistant to the late Edgar 
Osborne. His principal interest 
in the business was space- 
buying and marketing. 

n 1951 Mr. Harrop was 
chairman of the northern branch 
of the Institute of Incorporated 


Frys plan 
extended 
advertising 


To offset an increasing 
sales resistance in the con- 
fectionery trade new products 
will be marketed shortly. 

At the same time established 
lines will receive increased ad- 
vertising support. 

“Present sales trends are 
worrying manufacturers and 
heavier advertising is inevitable 
if sales are to be maintained at 
an economic level,” a leading 
trade spokesman told Apver- 
TISER'S WEEKLY. 

One of the leading choco- 
late firms is about to launch 
a heavy campaign emphasising 
that no price increase is being 
made on their lines, 

This may touch off a “brand 
battle” as several price increases 
have been announced recently. 

Several of the 30 lines manu- 
factured by J. S. Fry & Son Lid. 
are to be more widely adver- 
tised—some of them, probably, 
on a national scale. 

F. E. Tucker, advertising man- 
ager, told Apvertiser’s Weekly 
Foote, Cone & Belding Ltd. 
have been appointed for this 
task. London Press Exchange 
will continue to handle the Fry's 
products they already advertise. 


sion. The committee attaches 
particular importance to giving 
every facility for the expression 
of views by the ordinary dele- 


gate. 

The J. Arthur Rank Organisa- 
tion states that, as a result of the 
recent trade dispute in the pro- 
cessing side of the film industry, 
copies of their new film “The 
Rainbow Jacket” will not be 
available for this film to be 
shown at the midnight premiére 
on the Friday as originally 
announced. 

In its place the Rank Organisa- 
tion is arranging a special show- 
ing of their latest success 


“Doctor in the House.” 
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Dorothy Gray are launching a 
new range of toilet preparations 

ka in Wedgwood classic 

ue and white containers. There 
was close co-operation between 
moe ge | Gray and Josiah Wedg- 
wood Sons on the design of 
the packs. 

Bottles and boxes for the 
series in Wedgwood blue are 
decorated with the “Dancin 
Hours” bas-relief used by Josia 
Wedgwood since 1777. Opaque 
blue bottles with ivory-white 
tops hold toilet water or bath 
essence and a half-ounce perfume 
bottle features a genuine Wedg- 
wood cameo on the cap whic 
can be detached and worn as 
costume jewellery. A genuine 
Wedgwood flask for perfume 
with a silver stopper and distinc- 
tive octagonal shape is des- 
cribed as a “real collector's 
item.” 

Masius & Fer, Ltd. are 
handling the national advertising 
for the series. The campaign 
commences later this month with 
full-page colour advertisements 
in women's magazines, supported 
by spaces in London even- 
ings, national Sundays and the 
provincial press. 

Dorothy Gray’s Wedgwood 
will also receive editorial backing 
in the May issue of Vogue. A 
full page advertisement will co- 
incide with Vogue's presentation 
of Wedgwood blue as the 
fashion-colour of the season, and 
as Vogue's personal colour 
choice for midsummer. The 
range will be closely linked with 
fashions in Wedgwood blue 
through the issue, and shop 
windows and counter displays 
with a Wedgwood theme will 
give added support. 

May Vogue will also feature 
advertising for Josiah Wedgwood 
& Sons’ tableware. 

On the merchandisi 
series will be pe 
ally designed display 
a display stand in the form of a 
Grecian temple and two show- 
cards in colour, 


Toilet preparations and Ronson lighters 
tie up with Wedgwood pottery 


The main items from the Dorothy 
Gray Wedgwood range. 


Following the success of the 
Wedgwood table models which 
Ronson Products Ltd. manufactured 
for the Coronation, Ronson's have 
again combined with Josiah Wedg- 
wood & Sons Lid. to produce two 
new home lighters in blue and white 
designs. Point-of-sale display units 
for these lighters—pictured above— 


new Ronson product, the Flo-line. 
in the unit a model is suspended 
ainst a film background, which 
giver the illusion of movement. 
ther models are shown “end-on’’ 
and in the presentation case. 


the British aang apy ay Co., Lid., offices at 
azda su is tt Scouts’ country-wide 
lob” Week which began on Wenday. 


‘Plausible critics’ 


will be trounced 


“Consumer goods would be 
cheaper without advertising” 
is one of the “plausible but 
unfounded claims” which will 
be combated at the Irish Ad- 
vertising Conference—theme 
of which is the “A.B.C.” 
of advertising, “Advertising 
Benefits Consumers.” 

A message on the ted 
programme of the Conference 
says: “That such patently un- 
true opinions could be held 
at all to-day is evidence of the 
years during which they have 


passed unchallenged. 

It points out that the Con- 
ference provides advertising 
people with an opportunity 
“to support by their presence 
all the good things that ad- 
vertising stands for.” . 


Salesmen are shown 
leaflet production 


The publicity department of 
Batger’s & Co., Ltd., have co- 
operated with C.B. Litho Ltd. 
to produce a booklet for their 
sales force explaining the method 
of production of a _ Batger’s 
showcard. 

The dooklet contains progres- 
sive colour proofs of the six 
colours used in the latest Silmos 
showcard, with combinations of 
the colours as they are applied. 


Gammans for ABC 


luncheon 


Mr. David Gammans, Assistant 
Postmaster-General, will speak 
on “The Press and Television” 
at the luncheon of the Audit 
Bureau of Circulations, to be 
held at the rchester on 

onday. 

Those who have not made 
reservations for tables should 
in touch with the secretary of 
A.B.C. as soon as possi 


Aprit. 22, 1954 


Photographs 
that sell 


5 


expense of chartering and run- 
ning the s.s, Gothic as a floating 
shop window to show British 
goods overseas would make it a 
quite exceptionally costly method 
of advertising, said the Minister 
of State for the Board of Trade 
(Mr. D. Heathcoat-Amory) in 


Parliament. 

The subject had been raised by 
Norman (Labour) who 
said that those who understood 
publicity recognised that the 
Gothic could be a great attrac- 
tion. It could exhibit Stafford- 
shire pottery, Sheffield cutlery 
and Birmingham _ jewellery 
Industrial film shows and manne- 
quin parades could be held. 

Mr. Heathcoat-Amory said he 
would ask the Exhibitions 
Advisory Committee to again put 
the matter on their agenda for 
the next meeting. 


PR firm extend 
competition service 
To meet increased demands 

for competitions as a means of 
sales promotion, F. J. Lyons 
Ltd., the public relations firm, 
have extended their competition 
department. This has been 
transferred to new premises, 
where it will act as a self-con- 
tained unit offering a competi- 
tion planning, organising and 
judging service. 


“ Competitions,” 

“are things 

people talk about—when they 

they “start tlking “abeot it 

start t its 
products.” 
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Bid to ease restrictions on commercial TV 


These editorial style advertisements 
are being used for Rowntree’s 


uit ums in “Woman” 

4 Own.” Produced by 

S. T. Garland Advertising Lid., 

they are actually little stories in 

woman's magazine styl work 

up to the offer of fruit gums to the 
girl in question. 


Consumer advice 


centres urged 


Delegates to the Co-operative 
Party Soulesenee at Blackpool 
called on their national com- 
mittee to examine this four-point 


n: ; 
To set up consumer advice 
centres for —— and testing 
f shodd s. 
The Ete “should help 
housewives by showing up mis- 
leading advertisements” and by 
education in efficient buying. 
Minimum standards laid down 
by the British Standards Institu- 
tion should be enforceable by 


w. 

Libel laws should be altered 
to allow justifiable criticism of 
goods offered for sale. 

The committee will work out 
a scheme on these lines and 
request the Labour Party to in- 
clude it in its election manifesto. 


NEW COOLER FOR 


FLING 


Idris Ltd., the soft drinks manu- 
facturers, will soon take delivery, 
in large quantity, of a new auto- 
matic cooler, designed for their 
subsidiary product, Fling. — 

The machine, which will re- 
frigerate no other drink, is 
claimed to solve the problem of 
keeping stocks cold in establish- 
ments with a rapid turnover. It 
is not a self-service or coin- 
operated device, but is available, 
on loan, to canteens, clubs and 
restaurants, where sales can be 
controlled. Its capacity is 75 
bottles. = 

Finished in white enamel, it is 
claimed to be a valuable sales 
aid, representing another stage 
in the campaign for Fiing, sales 
of which are reported to show a 
steady increase. 


AMENDMENTS MAY CURB PROGRAMME 
PRODUCTION BY NEW AUTHORITY 


[NSTEAD of the Independent Television Authority being 

themselves able to provide parts of programmes, a 
Government amendment to the Television Bill will provide 
that the Authority may “arrange for the provision of parts of 


programmes. 
An amendment on these lines 
has been tabled by the Assistant 


Postmaster-General, Mr. David 
Gammans., 
Mr. Gammans is also en- 


deavouring to ensure that pro- 
grammes broadcast from any 
station must contain a suitable 
proportion of matter calculated 


to appeal ially to the tastes 
and outlook of persons served 
by the station. 


Other amendments tabled by 


back bench Government sup- 
porters seek to ease the restrict- 
ing powers in the Bill. They 
pro to delete the provisions 
giving the Postmaster-General 

wer to direct the hours of 

roadcasting by the Authority's 
stations and the Authority's 
power to require that nothing 
shall be broadcast without their 
prior approval and to call for 
scripts in advance, 

Herbert Morrison, with Labour 
members’ support, has put 
down an amendment seeking 
to ban advertisements recom- 
mending any substance, appli- 
ance, treatment, or process as 
“beneficial to health or protective 
or remedial against any disease 
infirmity, or accidental injury of 
human beings.” Another amend- 
ment in his name proposes to 
ban advertisements of substances 


recommended as medicines. 

A ban on advertisements by 
pools promoters and bookmakers 
and advertisements directed to- 
wards promoting the sale of 
intoxicating liquor is the purpose 
of other amendments. 

Sir Robert Grimston (Conser- 
vative) has tabled a new schedule 
setting out the “public cere- 
monies, public spectacles, and 
important sporting events” which 
would not be broadcast by the 
Authority unless all television 
stations in the United Kingdom, 
including the B.B.C., could 
broadcast them with reasonable 
facilities and on reasonable terms, 
Under the Bill these events may 
be agreed between the Authority 
and the Postmaster-General or 
determined by the Postmaster- 
General. 


Senior representatives of the Hae 4 
Mirror” and “Sunday Pictorial’ 
companies and the A. C. Nielsen 
company met for lunch to discuss 
matters of mutual interest. 
above shows A, C. Nielsen, 
president of the A. C. Nielsen 
parent company in Chicago, (left) 
with John Coope deputy chair 

of the “Daily Mirror’ com 1 
Others present included Dr. E L 
Lloyd, managing director of A. C. 
Nielsen Co., Lid. (Oxford), H. A. 


Picture 


Rahmel, vice-president of Nielsens 
in Chicago, Philip Zec, “Dail 
Mirror” director, and A, if 


Morison, advertisement director of 
the “Daily Mirror” and “Sunday 
Pictorial.” 


United States have been pro- 
duced by rival research or- 
ganisations that some of the 
biggest advertisers have been 
reduced to buying two differ- 
ent research services and 
averaging out their findings, 


BBC MAY PLAN TO PREVENT TV 
AUDIENCE GRAB, SAYS NIELSEN 


If Sir Winston is coming it’s a 
‘contentious’ ad—say Hull 


Advertisements refused display 
in Hull buses had been taken b 
the Hull newspapers, said Ald. 
J. D. L. Nicholson, secretary of 
Hull and District Trades Council, 
in a letter to Hull Transport 
Committee. 

A resolution of the Trades 
Council protesting against the 
Transport Committee’s refusal to 
accept an advertisement for dis- 
play in their buses was read to 
the committee. The advertise- 
ment related to a public meeting 
in protest at the projected 
Housing Repairs and Rents Bill. 

Ald. Nicholson said that this 
was the second occasion that an 
advertisement had been refused 
from an industrial body. Pre- 
viously an advertisement from 
the Shop, Distributive and Allied 
Workers’ Union in connection 
with a membership campaign 
was refused. He conten that 
in neither case would the politi- 
cal clause in the conditions of 
acceptance apply. 

The Trades Council were 
strongly of opinion that there 
should be some other 
deciding what 


other than the one now in force. 

In February the committee 
decided that advertisements by 
political parties and religious 
organisations could appear in 
Hull buses—but only if they re- 
ferred to social events and con- 
tained nothing contentious. 

‘Contentious,, in the com- 
mittee’s view then, included 
announcing that certain promi- 
nent people like Sir Winston 
Churchill and Mr. Attlee might 
be present at a social event. 


18,000 at Harrogate 


Ideal Home 


The Harrogate Ideal Home 
Exhibition, held at the Royal 
Hall, attracted 17,896 visitors. 
Firms from London and towns 
in various parts of the country 
occupied the 43 stands. 

A 1955 exhibition is planned 
for March 23-April 2. 

Organisers, by arrangement 
with the Harrogate Corporation, 
are Wilcy me 9 Ltd., Brad- 
ford, who a publish the 
programme. 


although they were convinced 


that neither of them was 
right! 
Arthur C. Nielsen, chair- 


= Mg is claimed as 
world’s largest market 
research organisation, a 
this in London last week, 
He prophesied that if com- 
mercial television comes to 
Britain, the B.B.C. would 
almost certainly wish to 
change some of its pro- 
gramme periods, for it would 
find that, during times when 
it was not televisi 


other 
stations would “sail grab 
the audience, and hold on to 


TO LAUNCH ‘INDEX’ IN 
BRITAIN 


ted. Whether 
o— for its services would 
made by advertisers, 


gramme 
yet been 

The Index makes use of the 
Nielsen Audimeter, a device 


cation and other necessary in- 
formation to be arrived at. 
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Langton Iliffe warns against ‘falling down 


Guests and officers at the Birmingham Publicity Association's annual 


dinner, Left to right: Ald. J. C. 


Burman, who represented the Lord 


or, Hon. E. Langton Iliffe, D gy of the Association, Sir Percy 


Ma 
Mills, Sir Ernest Canning respon 


ing to the toast of the guests, and Eric 


Clayson, an Association past president. 


at Latham Ae ri? presents a £400 
che or proceeds of 
the oo icity Club of London Gala, 
to the club's N.A.B.S. steward, 
Leon Goodman, London club 
chairman Harold Butler looks on. 


Southampton 
Railway posters 


Wide publicity given to British 
Railways’ closure of two branch 
lines in the Isle of Wight resulted 
in a belief spreading through the 
country that they had closed down 
completely in the Island, South- 
ampton Publicity Club members 
were told at a luncheon meeting. 

The speaker, F. D. Y. Faulkener, 
ublicity and public relations officer 
or the Southern Region of British 


Club News 


Railways, said that to correct the 
impression British Railways had a 
special poster designed in the form 
of a map showing the existing rail- 
ways in the Island with connecting 
bus services, and ferry routes from 
the mainland. These were dis- 
played at stations all over the 
country. 

Before the talk Cr. R. C, Haskell 
ag elected chairman in of 

F. Payne, who has taken up an 
a ntment in London, f 

‘ee Page was clected vice- 
BOE A. Burnett expressed the 
club's thanks to Mr. Payne. 


Aberdeen 
Charities’ Weeks 


Michael Phillips, convener of the 
Aberdeen ey Charities’ 
Weeks, outlined the history of the 
Weeks since 1920 in a talk to mem- 
bers of the local Publicity Club. 


Nottingham 


The power of 
point-of-sale 


Point-of-sale advertising is ‘the 
key to successful merchandising,” 
Lt.Col. J. L. Roberts, sales direc- 
tor of Harvey & Goodman Ltd., 
told : Publicity Club of Notting. 
ham last week. 

It is the continuation of display 
—the appealing presentation of the 
product—and attraction—the means 
of bringing the displayed product 
or brand name to notice, he told 
members, and has as its very 
foundation attractive packaging. 

All aspects of point-of-sale adver- 
tising are complementary; the ideal 
- ay unit would contain them all. 

Lt.Col. Roberts said that he 
thought that advertising agents and 
advertisers themselves were only 
just becoming aware of the power 
of _ point-of- sale display 

“There are few neat statistics to 
show how much of the advertising 
budget go°s on point-of-sale,” 
said, “but talk to the firms who 
specialise in this form of advertis- 
ing. You will find their turnover is 
eagetly increasing, whilst advertisers 
will confirm that they are spending 
more and more in this direction. 
Point-of-sale brings results which 
are easily recognisable.” 

Closer examination of point-of- 
sale would show its close relation- 
ship to the other advertising media, 
and the vital part it must play in a 
properly co-ordinated campaign. 

' newspapers, the hoardings, 
the cinema (and soon TY) screens, 
could create a demand, establish a 
brand name, awaken interest and 
add _presti e, but “all these great 
media, in the analogy of the theatre, 
are but the overture, the prologue, 
the curtain raisers and the callboys, 
who create the background against 
which the drama is played. This 
final drama plays itself out in the 
retail outlet when the actual sale is 
made.” 


Advertising-Press Club 


Conference film 
After a special meeting of the 
Advertising-Press Club in Dublin 
on Tuesday, a two-hour film show 
will be presented. Many of the 
films are on travel, but it is 
intended to show for the first time 
the 8 mm. film of the Irish Adver- 
tising Conference, held in Cork. 


on sales promotion’ 


TRIBUTE TO ADVERTISING’S ROLE IN 
PROSPERITY OF BIRMINGHAM 


At the annual dinner of the Birmingham Publicity Association, 
the Hon. E. Langton Iliffe, president of the Association, said 
that advertising had helped to make- Birmingham prosperous, 
and must be used properly in the future if the city was to remain 

osperous. 

“Although we are remarkably said that those who were connec- 
renowned for the quality of our ted with advertising were well aware 
goods we may fall down on the that the city was “publicity 
selling of them,” he said. Now minded.” 
that foreign competition was in- It advertised extensively abroad, 
cevacing, British advertisers would particularly in the United States 
have fn my their part in pro- and the Dominions, and he under- 
— M sales of our gc stood that these advertisements = 

A number of nation-wide adver- had good results not only 
tising campaigns had greatly bene- bringing buyers to Birmingham but 
fited the nation, notably the “Eat also in attracting overseas firms 
More Fruit,” the “Drink More to establish themselves in the city. 
Milk” and the road safety cam- Ald. C. Burman, replying, 
paigns. — ‘ expressed the opinion that adver- 

Mr. Iliffe was proposing the toast  tisers who helped the city should 
to the City of Bicnineham He be given every encouragement. The 
Publicity Association of Birming- 
ham wielded a great deal of power 
and could guard against any mis- 
Ik h weges of the Ly = A 

5 ) ; toast the ssociation 

Ta eas ipping was proposed by Sir Percy Mills, 

L. S. Furlong, joint manager with managing director of W. & T. 
Captain J. O'Neill of Irish Shipping Avery Ltd., who deputised for Sir 
Ltd., traced the growth of the com- Miles Thomas. ther speakers 
pany in a talk to a luncheon meet- were H. C. Longley, a vice-presi- 
ing of the Publicity Club of Ireland dent of the Association; K. W. 
in the Metropole, Dublin, on “Irish Bailey, the chairman, and Sir 
Shipping on the Seven Seas.” Ernest Canning. 


Ireland 


This picture was taken at the Northern area contest of the Sitting 

Association's national public speaking contest. Left to ri Th 

judges: Ald. J. H. Bingham (Lord Mayor elect 4 Sheffield), pg Aédoeer 

Cutler, R. L. Walsh, and J. Fraser-Johnson; Sheffield team: Miss F. M. 

Davidson, J. Bury, J. E. Ortton. Competing teams in the national final 

to be held in Nottingham on May 29 will be: the Regent Advertising Club 
and the Publicity Clubs of Leicester and of Sheffield. 


Authoress Naomi Jacob was the 
pina uest at the sixth birth- 
un 


who proposed the toast of The 
Association. 


day on of the Liverpool Picture above shows (1. to r.) Eric 
and District Publicity Association. Sutton, the Association's vice- 
She spoke of her early struggles chairman, Monica Brown, of the 
and her rise to fame, and gave reception committee, Dr. Chand- 
some advice for a ow. ul life. ler, Miss Jacob, chairman John 
Also present was Dr. G. Chandler, Merrick, Mrs. Merrick, and 


the city librarian a ” Liverpool, E. Hope Prince. 
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VISITOR 
TO 
DUBLIN 


inclair Wood, vice-chairman of 


Si 

F. C. Pritchard, Wood & Partners 

Ltd., —— the Advertising- 
u 


Press Club, in 

in Advertising.” Seated are (left) 

Alan P. Maxwell, the club honorary 

treasurer, and Horace Denham, the 
chairman. 


blin, on “Youth 


Wolverhampton 


‘Advertisers would 


not influence TY’ 


Basic thought of Collin Brooks, 
author, journalist and broadcaster, 
on the subject of commercial tele- 
vision was “Can we afford to leave 
this powerful influence over the 
people as a state monopoly?” he 
told Wolverhampton Publicity Club. 

There were only three ways of 
handling the television problem, he 
said; a state monopoly as at pre- 
sent in this country, commercial 
television as in America or com- 
petitive commercial . television as 
was proposed for Britain. 

It was wrong to suggest that 
advertisers would be able to exert 
undue influence on the programmes. 


ADVERTISING 
DIARY 


Sunday, April 25 
Reoenr Apvertisino CLUB. Golf 


Addington Park G.C. 


East ANOLIAN PUBLICITY CLUB. 
Annual meeting. Great White 
Horse Hotel, Ipswich. 

Pusuicrry CLUp oF 
Speaker : Rev. 
O'Connor on “An Experimem in 


Religious Advertising.” Waldorf 
Hotel. 6.15 p.m. 
Tuesday, April 27 

Newsparer Socrery. Annual 


dinner 
Hotel. 

Pusticiry CLus OF 
HAM. Annual meeting. 
Hotel, Nottingham. 

ADVERTISING-PrEess CLUB. Special 
general meeting. Shelbourne Hotel, 
Dublin. 7.45 p.m. 


and dance. Dorchester 


NorTIno- 
Victoria 


ASSOCIATION or SPECIALISED 
Fum Propucers. Lunch, Speaker: 
Bari De La Warr. Park Lane 
Hotel, 

ADVERTISING CLUB OF OXPORD. 
Annual meeting. City Restaurant. 
6.30 p.m. 

REGENT ADVERTISING CLUB. An- 


nual meeting. 6.30 p.m. 

Newsparer Socery. Annual 
meeting. 

Pusticrry CiUs or Leicester. 
Coulson Cup public speaking 
contest. 

Thursday, 2 
Pusticrry CLUs oF tHe Cors- 
DS : Mrs. Beatrice 
Ward. Fleece Hotel, Gloucester 
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— ‘DREAM’ 
WORKED TO DEATH, BUT 


HAVE BEEN 


Ad copywriters get good 


marks from 


[* spite of such copywriters’ 
words and phrases as 
slenderise, curvaceous, and ex- 
ceptional bijou sun trap, Ivor 
Brown, Observer dramatic cri- 
tic and author of books on 
English words, thinks that 
much copywriting shows good 
taste, scholarship, and even 
wit. 

To the Women’s Advertising 
Club of London last week he 
confessed that, during the discus- 
sions on commercial television, 
he had been staggered by the idea 
of advertising in the minds of 
some peers and august persons. 
If it were not for the presence 
of certain advertisement columns 
in the papers, he said, the obser- 
vations of the journalists would 
not be worth much. The state- 
ments in the advertisements were 
far more accurate than those in 
the rest of the paper and, as a 
rule, in far better taste. Much 
of the former were statements of 
fact, a lot were pieces of good 
advice, and some were pieces of 
perfectly legitimate persuasion. 


Double-jointed adjectives 


Mr. Brown then proceeded to 
raise many a laugh by his assess- 
ment of individual words and 
phrases. A _ fashionable word 
now was whittle; he would much 
rather be whittled than slender- 
ised. “Moulds the bosom to 
proud firm lines” was, he felt, 
much better than “curvaceous.” 
He rather approved of “double- 
jointed” adjectives, such as pet 
smooth, leaf crisp, and petal 
frail. On the other hand, 
glamour, and also dream and 
luxury as adjectives, had been 
worked to death. 

Wine merchants’ advertising 
came in for some sly digs, e.g., 
“medium body, elegant, very 
ready,” and “champagne of great 
wit and repartee.” So did house 
agents’ advertising, e.g., “noble- 
man’s period seat standing in its 
own grounds.” Who on earth 
would want it standing in some- 
body else’s grounds? And if a 
house could only be reached by 
a lane full of pot-holes, it was 
described as “well back from the 
road.” 

Finally, Mr. Brown pleaded 
that if he had not — very 
well it was because he had not 
been taking his Horlicks! 


PMG will speak 


The Postmaster-General, The 
Earl De La Warr, will be the 
principal guest and speaker at 
the annual luncheon of the 
Incorporated Society of British 
Advertisers on Tuesday, June 
29. The luncheon follows the 
annual meeting of the Society. 


Ivor Brown 


Schoolgirls in a 
slogan chase 


Telephones in “Advertiser's 
Weekly” reader service de- 
partment have been ringing 
like angry wasps. 

Schoolgirls have been call- 
ing at the office—in hot pur- 
suit of the Editor. 

All this activity began on 
i—enough to make 


A 20-part general know- 
ledge competition, with an 
entry fee of 1s. 6d., has been 
circulated to leading girls’ 
schools recently. There are 
small cash prizes, and the 
proceeds are to go to a new 
women’s college at Cam- 
bridge. The girls can obtain 
the answers from any source. 

One of the questions asked 
them to identify the users of 
10 slogans or copy-headings 
—and the list would have 
beaten many an advertising 


were: 
Books Galore; Granny's 
Knot; Aqua alla Corda; The 
Camel Train; Henry really is 
a Problem; The Joys of 
Spring; The Singularity of 
Snowmen; Call up the Little 
Horses; Follow the Flying 
Fish; and Future Imperfect. 


British Vitamin Products Ltd. intro- 


duced this new bottle carrier 
recently. Designed to hold four 
bottles of Britvic Juices, it is made 
in one piece, requires no assembly 
and folds flat for storage. It was 
designed by Milford-Astor Ltd. 


Newsprint: Appeal 


to Government 


P. W. Jarrett, president of the 
National Union of Journalists, 
said at the union's annual dele- 
gate meeting at Harrogate that 
the cost and supply of newsprint 
were a continuing problem for 
the newspaper industry. He 
urged the Government to make 
serious efforts to improve 
supplies or to encourage the use 
of an alternative raw material 
from which newsprint could be 
made, and he added: 

“I have been told that the 
price of newsprint is expected to 
rise again, in spite of the last 
increase, The supply position is 
bad; recently there was about 
six weeks’ stock of newsprint in 
the country.” 


Transport Commission’s poster ban 


‘bureaucracy 


“Bureaucracy at its worst” is 
how a leading article in the 
Municipal Journal describes the 
British Transport Commission's 
censorship of two road safety 
posters at Birmingham and the 
events which followed. 

It continues: “One poster, put 
out by the Royal Society for 
Prevention of Accidents, reads: 
‘One for the road may be one 
for the grave.’ The other quotes 
the Minister of Transport: * And 
remember that alcohol blurs your 
judgment and slows your reac- 
tions.’ 

“ The first was displayed by a 
temperance society, There were 

rotests by liceased victuallers. 
This seems to have persuaded the 
British Transport Commission 
that the poster was ‘ controver- 
sial’ and that its understanding 
on these questions with the 
British Poster Advertising and 
London Poster Advertising Asso- 
ciations required that this poster 
should be obliterated and the 
second rejected. 

“ This b nonsense. These two 


at its worst’ 


associations ban--and ask the 
British Transport Commission to 
ban— posters containing anything 
objectionable to public taste or 
anything that appears to be a 
gross exaggeration. The use of 
the word ‘ may ' in the one poster 
and the official character of the 
other takes both out of these 
categories.” 


SKY MINT INA 
CARTOON FILM 


Seven months’ run for a 
Theatre Publicity Ltd. film adver- 
tising the Dulcet Sky Mint begins 
early next month. The film will 
visit 1,500 cinemas and will be 
seen by an estimated audience of 
124 million people. 

The film is an animated car- 
toon running for a minute, The 
hero and central figure is a Sky 
Mint, who is involved with sky 
men and flying saucers. Musical 
accompaniment is a jazz theme 
on a trumpet, composed by 
Steve Rucc. 
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has been appointed 
head of Y & Rubicam’s art 
de t. rior to joining 
Young & Rubicam in 1947, Mr. 
Lamb_ held . position of chief 
art editor, publications division of 
the of Information, 
where he was awarded the M.B.E. 


She 

with Lintas. Subsequently she has 
been with the publications division 
of the Ministry of Information 
Colman, Prentis & Varley, and 
designers, 


Another oung & Rubicam art 
intment is that of fist, "Working 
ort 


fa the Festival of Britain. Rios 
Robinson has spent a year in the 
Young & Rubicam’s Hollywood 


* 

8. H. Vincent, managing director, 
Du Turner Vincent Lid.. who 
had his legs broken in a 
motor accident, returned to 
home at Crawthorne yesterday 
(Wednesday) and hopes to be able 
to answer the many letters he has 

received from a and press Copy 


friends. His are sti 
plaster. 
7 * 
Leslie vice-chairman 
and nt managing director, 


General Electric Co., Ltd., has been 
re-elected president, Institute of 
Export, for the twelfth year 
succession. 


7 oe + 
c. H. Bath, advertisernent man- 
ager, Finchley Press Ltd., has been 
promoted be associate director and 
secretary the company, which 
he joined if 1926. 


* oo * 

F. P. Nicholls has been appointed 
London advertisement representa- 
tive for The Export Review of the 
British Di a’ ‘hemical Industries, 


blished Morgan Bros. (Pub- 
) Ltd. 
— * . 


The Clark Matthew is ee 
motion organisation been 
w_exE a limited company. 
is managing 


A ee by two = 


iL W. Bowen. 


New art chief for Young & Rubicam 


Miss J. R. Mitchell and George 
H. Macvie have been inted 
directors of Mitchells Advertising 
Service Ltd. (Glasgow). Miss 
Mitchell, who rejoi the agency 
two years ago, was for some time 
associated with Ripley Preston & 
Co., Ltd., Birmingham, and 5 tery 
with the ‘advertising of Birlec Lt 
Mr. Macvie, who joined Mitchells 
six years ago as account executive 


and oduction T, was 
bert XGvertiing 
Service, Glasgow 


Marchant Smith has resigned his 
directorship with Charles Lt 
Hobson Lid., and will yy An 
joining Cecil D, Notley Advertising 
iid. as director in charge of copy. 


* * * 
John Robinson, of Dale Rey- 
nolds Publicity, has been appointed 


r for The 
Brewers’ and Allied Traders’ Ex- 
hibition, Bh haga October = 
Dale Rey will also handle the 
trade om advertising. 
* * * 
Pierre Jégu, Fein the =n 4 
agency, 
next ee 


McDonough Russell joins 
John Haddon 


McDonough eeprck who re- 
signed from F. C. Pritchard, Wood 
& Partners Lid. in January where 
he we, es ~ director and chief 

has joined John 
Heddon & & Co., Ltd., as copy chief. 
Mr. Russell has been senior ¢ 
writer with London Press - 
change, and Rumble, Crowther & 
Ni and copy chief with 
Service Advertising. 

+ * * 

J. Keith, account executive 
with J. Walter Thompson Co., 
Ltd., represented the agency at a 
meeting of the Florida Citrus Com- 
mission in Lakeland, Florida, when 
plans for the 1954 campaign were 
Pregentes. The programme for the 

nite ingdom campaign is now 
under discussion, 

* * * 

H. G. Foster, managing editor of 
Electronic Engineering, is moving 
for the United States on Ma He 
will be visiting the principa pe 
can and Canadian centres of re- 
search and development in elec- 


tronics and expects to be away for 
seven wecks. 
- + + 


J. F. ing director of 
Havas a Teaving for Germany 
to-morrow (Friday) to visit the '—~ 
over Fair. the way back he 
will visit Belgium. 


Sir Wolstan Dixie 


Clark Matthew 


: 
1 
ree, 


és at el PR 


H. W. Bowen 


Julian Rose, manager of the 
Odhams Press overseas division of 
the book department, is leaving to- 
morrow (Friday) for a_ three 
months’ tour of bookshops in 
Malta and Africa. 


* * * 


The Church of St. Bride, Fleet 
Street, mow has four Church- 
wardens instead of the customa: 
two. This is in compliance wi 
the new measure for the reorganisa- 
tion of the City churches. The 
Easter yestry meeting goeacted the 
two retiring wardens, A. Taylor 
( Newspaper ee Ltd.) and 
H. J. C, Stevens (Daily Telegra apn), 
W. Ro A. Easthope (The. 

- ee { imes) 
and P. Malcolm Wright, Q.C., 
were elected. 


OBITUARIES 
G. T. Davies 
George Tanke Davies, adver- 


tising manager Aspro Ltd. 

Slough, for more than 20 years until 
he retired in 1946, died in a n 

) He was 

His home was at Down Place, 


Mr. Davies, who was born 

Timoru, New Zealand, in is8i, 

the © organisation in 
Australia in 1917, and leaves many 
friends all over the world. Ata 
farewell dinner r his honour when 
he retired, M. Nicholas, chair- 
man of Aspro ta. said: “I have 
known George Davies as one of the 
main centres of the Aspro tree. He 
has dynamic energy and successfully 
worked to a philosophy in life that 


you must start something to make 
something happen. 

uneral will be at St. 
Church, Alma _ Road, 
, to-morrow (Friday) morn- 


Garrod Treverton 


Garrod Uppeeaten, chairman and 
gp | director of the South 
Wales Argus, has died, aged 39. 
He joined the paper in 1947 as a 
director and assistant to the manag- 
~, — 


became 
19s on the Aw, of Noe | Gat a. 
in 1952 was Saeed 

chairman and managing director. 

He served on the publicity com- 
mittee of the Industrial Association 
of Wales and Monmouthshire, was 
a member the labour committee 
of the Newspaper Society, the 
Young ene 7 mem hd s Association 
and a vice-president of the South 
Wales and Monmouthshire News- 
paper Proprietors’ Association. 

Mr. Treverton was private secre- 
tary to the Governor-General of 
Hong Kong, Sir Stafford Northcote, 
from October 1937 to 1941, when 
he joined the Royal Australian Air 
Force as 4 bomber pilot. 2 was 
called to the Bar of the Inner 
Temple in 1947. 


S. Gordon Marshall 


The death has occurred at the 
age of 60 of S. Gordon Marshall, 
business manager of Temple Press 
Ltd. since 1946. After a and 
successful career in the motor in- 
dustry which he entered in 1910, 
he joined the firm in 1938 as pro- 
vincial business manager. 
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Sewing Week beats all records Seven markets 


WINDOW DISPLAY 
COMPETITION 
PRIZEGIVING 


Provincial newspapers took a 
greater interest in promoting the 
Week, he said, and the News 
Cc hronicle, with a whole page 
feature, Drapers’ Record, with a 
24-page supplement, Fashions 
and Fabrics, and Smallwares and 
Dress Accessories, had also pro- 
vided strong support. 

There were 275 entries for the 
window display competition—S3 
more than last year. Drapers 
were rding the Sewing Week 
as the kick-off for their spring 
season, and the public were 
accepting it as a reminder that 
they should make clothes for 
themselves. 

The prizes were presented to 
the winners Mrs. Peter 
Thorneycroft, wife of the Presi- 
dent of the Board of Trade. 
The Crescent Challenge Cup for 
the best pair of displays, window 
and interior, was won for the 
second r in succession by 
Cc. D. Williams, of Plummer 
Roddis Ltd., Yeovil, who also 
won 50 guineas as first prize- 
winner in the class for profes- 
— display men. 

B. Lea, chairman, Dra ad 
rok. %. of Trade, after c 
ing that the standard of display 
was higher this year than ever 
before, said that, when commer- 
cial television arrived, time 
should be booked for showin 
the results of the Sewing Wee 
competition. 

The entries to the competition 
were judged by the sponsors of 
the Week, with the technical 
advice of Arthur J. Symes, vice- 
president, British Display Asso- 
ciation, and editor of Display. 


Auk THE ana LUNES FOR HOME SEWING 


These 


interior and exterior 
Plummer Roddis Lid., Yeovil, won Pow, 
first prize of 50 guineas in the Sewing Week Display Competition. The 


displays, ned by C. D. Williams, of 


scent Challenge Cup and a 


television screen in the exterior consisted of a revolving drum, 
giving the effect of changing pictures on a curved screen. 


New journal will run ‘badge of 
faith’ scheme for nurserymen 


The initial print order of 
20,000 for a new magazine The 
Garden had to be increased by 
50 per cent to meet specific trade 
orders. Launched last week by 
The Whitefriars Press, who pub- 


Recognised seedsmen and 
nurserymen will be presented 
with a badge which, the pub- 
lishers Ee will come to be 

age oy as a guarantee of merit 
by the general public. 


lish The Rose, the new publica- The Whitefriars Press state 
tion _ a monthly selling at that The Garden is produced 
Is. 6d. It has a the size of with an “out of the ordinary 
74 in. by 5} in. full page appreciation of the difficulties 
y~ is £30 or for full which beset the ordinary amateur 
colour, 


rdener.” It sets out to provide 


Advertisements will be accepted im with a good all-round ad- 


only from bona fide nurserymen service—in the simplest 
who are vouched for by their aaedlibe terms. 

eee ae A a 

of good faith” scheme wi Launching 

launched in the near future. party 


STYLE BOOK SHOWS MATERIAL, TOO 


Nevin WD. Hirst (Advertising) 
Ltd., of Leeds, have produced 
a new style book for their client, 
Benjamin Simon and Sons Ltd., 
makers of menswear. Briefing 
from the client was: “We want 
the finest style book ever pro- 
duced.” 

The quaty required was 
comparativel ly small. Offset litho 
was used and the book was spiral 
bound, with covers in red 
leather, with a gilt-embossed seal. 
The make-up and design was 


Special features will be run for 
children, town gardeners and 
window box enthusiasts. 

To launch the first issue, which 
runs to 68 pages with 11 pages 
of advertisements, a party was 
held at Kettners, Soho, last week. 


=. repared by one of the Nevin D. 
irst creative groups and the 
copy is aimed at the 


sioned for the art-work. Each It was organised by — 
double-page spread, which and attended by — 
measure 134 ins. by 214 ins. agents, wholesale Bh. 
illustrated in full colour a prospective advertisers. A new 
of garments, with samples of the cocktail, “Garden Cup,” was 


type of cloth used in each. 


served consisting of 12 magnums 
On the final spread all the 


of champagne cider and six 


styles are shown, with the bottles each of red currant, black 
slogan: “Are there any gaps in currant, raspberry and goose- 
vour wardrobe?” berry wines. 


under the 
microscope 


Thirty-eight cent of the 
population of Great Britain live 
in seven major areas—QGreater 
London, Greater Manchester, 
West Midlands, Greater Glasgow, 
Merseyside, Tyneside, and the 
Leeds-Bradford area. 


covered in part 4 of 
ford Marketing Service—a sur- 
vey of the population and its 
activities compiled by W. S. 
Crawford Ltd. 

Statistics relating to a 
tion, occupations, housing, 
and advertising media are listed 
for each area. 

An introduction states: “While 
other areas have large popula- 
tions, there are none having so 
many people concentrated so 
It is this concentratien 
of population, offering real 
economies in distribution costs, 
which makes these seven markets 
so attractive to sales directors 
and sales managers, 

“The facts here presented on 
each major market are designed 
to aid both manufacturers 
already —. in these areas 
and those w have not yet 
started. The former can com- 
pare present distribution and 
sales with potential outlets and 
sales and may see the way to 
increasing business. The new- 
comer can plan with closer 
knowledge of the market and 
its ibilities.” 

The previous three issues pub- 
lished tn this series were “A 
Digest of the 1951 Census Pre- 
liminary Report”; “Ten Selected 
Test Towns”; and “Who, What 
and Where.” 


Stepping up anti-litter 
campaign 
The “Keep Britain Tidy” cam- 
paign is being stepped up this 
week. Two new themes are 
being introduced. The danger 
caused to children and animals 
by broken bottles and old cans 
will be stressed. In addition the 
blic will be reminded that col- 
Pectin litter costs money which, 
in the long run, comes from their 
own pockets. 
Free publicity material is being 
offered to local authorities by 
} all Central Office of Informa- 


THE MILAN FAIR 

The Milan Fair, now in pro- 
, is one of the largest trade 
airs in Europe. 

According to the CPV Italiana 
advertising agency, the number 
of exhibitors for 1954 is over 
12,000. These include representa- 
tives of almost every industry in 
Italy and foreign companies and 

ernments. Last year the num- 
of visitors was over 4,250,000 
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“Copytaster's” 
constructive comments in Apb- 
VERTISER'S Weexty are widely 


criticisms and 


recognised in, 
Britain for 
authority, 

From Australia the Westralian 
Farmers’ Co-operative Ltd., of 
Perth, send this copy of their 
advertisement used in the 
“Western Mail” (Perth), which, 
they state, was produced after 
study of Copytaster's criticism 
of the short-comings of some 
Coronation advertising in 
Britain. The advertisement 
was in full colour. 


and beyond, 
their logic and 


Poster adapted 
from painting 

This year’s British Railways 
poster for Chester is to 
adapted from a y ag com- 
missioned painting by Felix Kelly 
of the nave and choir stalls in 
Chester Cathedral. 

Cost of reproducing the poster, 
including the artist's fee, will be 
shared by British Railways, the 
Chester City Council and the 
Chester and District Chamber of 
Commerce, 


3-D in the air 


The first 3-dimensional adyertise- 
ment to appear in the travel trade 
press is published in the April issue 
of Travel Topics. A double e 
for Swissair incorporates 3- 
illustrations of one of their DC-6Bs 
in flight. 


TRADE DIRECTORY 

A trade directory of 116 pages 
has been published with the April 
issue of Electrical and Radio 
Trading. It includes addresses and 
telephone numbers of 1,200 manu- 
facturers, 300 wholesale distributors, 
100 trade and professional organisa- 
tions, 


150 


tea, speedometers 


CPV MAN AT UTRECHT FAIR WARNS 
ADVERTISERS ON BLUNDERS OVERSEAS 


The need for world organisation in the advertising and 
marketing field was stressed by David Geoffrey Bell, a 
director of Colman, Prentis and Varley Export Ltd., in a talk 
to more than 350 leading Dutch and European manufacturers 
and executives at the Utrecht Fair. 


The need, he said, was that of 
blending the experienced plan- 
ning and business standards and 
the technical advertising skills of 
Britain and America with the 
local knowledge and detailed 
supervision that only the man 
on the spot could provide. 

Markets were people: people 
who bought and sold, people 
with their individual prejudices 
and capacities. 

Serious trouble could lie ahead 
of the advertiser who did not 
realise the full significance of 
this fact. He might blunder as 
disastrously as the food manu- 
facturer whose Indian advertise- 
ments showed the food held 
left-handed—-because nobody had 
told him that food so touched in 
India is tainted. 


Diversity of experience 


The advertiser who tried to 
sell European-sized egg cups in 
Egypt would find that they do 
not fit Egyptian eggs. 

An advertiser might commit a 
dozen expensive blunders. He 
might squander mone by 
attempting to sell his OO in 
the wrong market or to the 
wrong section of it; or at the 
wrong price or in the wrong 


In forming such an_ inter- 
national organisation there must 
be a diversity of experience and 
achievement to cover far more 
than just straightforward adver- 
tising. 

A properly established adver- 
tising and marketing agency 
could achieve a great deal in 
finding small but enthusiastic 
distributing agents and assisting 
them in planning and building 
up an efficient chain of distribu- 
tion. : 

Mr. Bell said that advertising 
and marketing practice in Italy, 
France and Spain had 
slower in developing than in 
other countries; since the war, 
however, much progress has been 
made, especially in Italy and 
France. 

Amo comments made by 
Mr. Bell on individual markets 
were the following: 


The Latin countries in Europe 
are extremely backward and in- 
experienced in the modern 
development and use of anti- 
septics as known in Holland, 
Britain, America and elsewhere. 
Doctors and chemists seldom 
used a branded antiseptic. These 
markets were wide open for an 
approach on educational lines. 

Leading brands of bottle 
“Coke”-type drinks are already 
firmly established in France. 
There is a Coca-Cola bar on the 
top of the tower in the cathedral 
in Milan, and even Coca-Cola 
gondolas in Venice! 

Italy, and to a lesser extent 
neighbouring _countries, are 
“scooter crazy.” The majority 
of scooters there do not carry 
speedometers, thus providing an 
opportunity for manufacturers of 
these instruments. 

While Sweden, Italy and 
Switzerland do not usually have 
a great use for carpets, France 
compares favourably with Britain 
in this respect. 

There is little ready-made 
clothing in the Latin countries 
though its use is now growing. 

Italy, France and many other 
European countries offer a wide- 
open opportunity for the 
development of tea sales. 


Influence of press 
and Church 


The Rev. C. M. Armitage was 
inducted as rector to the en- 
larged parish of St. Bride, Fleet 
Street, London, last week by the 
Archdeacon of London, the Ven. 
O, H. Gibbs-Smith. Mr. Armi- 
tage. was appointed priest-in- 
charge of St. Bride’s in 1951. 

Describing St. Bride’s as “the 
parish church of Fleet Street,” 
the Archdeacon said that the 
Church in the City and the press 
were already, by and large, good 
friends. Together they could 
and did wield an enormous in- 
fluence. The Church and the 
press had a common interest to 
make known the truth, and to 
influence public opinion to 
accept the truth and apply it 
in every branch of national life. 
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New markets could be won for antiseptics, 


One of a fleet of vans designed 
exclusively for the distribution of 
Trex cooking fat which J. Bibby 
and Sons Ltd. will be reintroducing 


next month, 


Selling is the 


first lesson 


Young people wishing to enter 
advertising as a career were 
advised to sell something—either 
space or goods—by Miss Doris 
Richardson, a _ director of 
Norman Kark Publications, at 
an advertising forum of the 
Efficiency Club. 

“Once you can sell something,” 
she said, “then you can under- 
stand the other person’s point of 
view and can allow for it in your 
work, either creative or execu- 
tive.” 

The other members of the 
panel, Mrs. Mollie Cogland, a 
director of Sales Research Ser- 
vices Ltd., Eliot Warburton, a 
director of Richard Hudnut Ltd. 
and president of the Incorporated 
Society of British Advertisers, 
and P. A. Watts, an account 
executive at S. H. Wright & Co.., 
Ltd., all stressed the many and 
various possibilities for young 
people in advertising. 

When asked who paid for ad- 
vertising, Mr. Warburton said 
that successful advertising did not 
cost anything. The voiume of 
output reduced production costs 
and the retailers’ margin was cut 
because of his more rapid turn- 
over. From these two savings 
came the appropriation for a 
successful campaign. 


SILK BROCHURES 


Referring to the “highly 
successful” campaign to promote 
silk foulard for men’s wear, the 
annual report of the Silk and 
Rayon Users’ Association reveals 
that about 2,250 showcards and 
27,000 brochures were sent to 
outfitters throughout the country. 

Orders have been received for 
23,000 further brochures. 


AB.C. Figures 
July to Dec. 1953 


CAMBRIDGESHIRE TIMES GROUP 
63,459 


Copies 
Weekly 


london Representative: W. H. WALMSLEY 


69 Fleet Street, E.C.4 
Northern Representative : 


ARNOLD ELLIS 
64 Cromford House, Manchester 4 Tel. Blackfriars 6987 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 
Tel. Central 9353 
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COMMENT 


THE MARKETS OF 
TO-MORROW 


® Trade unions in the printing 
industry are aiming to agree 
on a common plan for 
future wages policy before 
current stabilisation agree- 


papers run until October. 

* Complete meals will be the 
next big development in 
food packaging. They will 
need re-heating. 

* British hat manufacturers 
are stepping up their export 
drive to take maximum 
advantage of an American 


THEY SPEAK FOR ADVERTISING (3) 


The way 


they do it 


in Switzerland 


CAs Britain learn anything 
from the Swiss about how 
to speak for soneine: 

A series of seven full- 
advertisements has been pu 
lished recently by the Bund 
Schweizerischer Reklameberater 
Association of Swiss Advertis- 
g Agents) “to sell the services 
of neutral and independent ad- 
vertising agencies to the business 
world.” 

The campaign sparked off 
many inquiries. It won for the 
organisers considerable profes- 
sional prestige. And it created, 
throughout Switzerland immense 
goodwill towards advertising. 

The gospel of advertising was 
reached in trenchant style 
one of the problems was side- 
stepped. There was no false 
modesty. 

One full page started with a 
picture of a lemon bein 
squeezed, and copy was di 
at advertisers w say, 
change our agents every so often 
—otherwise their ideas dry up.” 
Swiss agents, apparently had no 
qualms about tackling “awk- 
ward” topics. . . . 

They dealt with “cunnin 
people who leer at us,’ 
those who smile with disbelief 
in their eyes.’ 
slanging—just good, plain 
answers, given i blunt and 
simple style. 

In the arguments of general 


appeal it was emphasised: “Ad- 
vertising has only one motive— 
sales. People are not telepathic 
or clairvoyant. They cannot be 
expected to know what someone 
has devised to surprise them, to 
please them, or to make life 
easier. They have to be told. 
The manufacturer has to adver- 
tise. 

“The undertaking which does 
not advertise resembles a rail- 
way company that wants to save 
money for coal or electric cur- 
rent. Without coal or current, 
however, the railway is dead. 
Without advertising an under- 
taking is ailing. Advertising is 
the mainspring of industry—the 
mainspring, which keeps it in 
motion. 

When it came to branded 
goods the Swiss agents were not 
shy of giving names. Readers 
were asked to imagine they were 
choosing a watch for their son— 
a watch for a life-time. 

“Among the watches, which 
the watchmaker shows you, 
there are two that appeal—one 
gold watch of an unknown make 
at fr. 500 and an Omega, also 
gold, at fr. 420. Which watch 
would your boy prefer? Which 
would make him most proud? 
The unknown make at fr. 500? 
No! The Omega at fr. 420. 
Why? Because everyone knows 
from the Omega advertisements 
that Omega are fine watches, 
Omega are quality watches, 


preference switch away from 
wide brims. 

® Footwear shows will be 
staged in the provinces soon. 
Backed by manufacturers 
and retailers they will repre- 
sent a new publicity phase 
by the Leather Institute. 

© Intensified advertising in the 
United Kingdom is expected 
from North African fruit 
producers in the late 
summer, 

® All aspects of selling and 
retailer relations are to be 


All Brguatries to Head of Advertisement Dept., B.B.C. Publications, Broadcasting House, Portland Place, London, W.1 


*A RANGE OF LUXURY 
BALL-POINT PENS IS TO 
BE LAUNCHED SHORTLY 
BY ONE OF THE BIG FIRMS 
FAMOUS FOR THEIR TRA- 
DITIONAL NIB MODELS. 


geared up in the American 
market for imported cars 
following a quarter of 
“somewhat lower sales tem- 
po” than the same months 
last year. 


*Campaign encouraging 
people to “come to Scotland 
for good food” is being con- 
sidered by Scottish caterers. 


ROUND TABLE 


The star is the product... od 

lights are advertising . the 

is the whole sales campaign. his 

was one of the arguments for 
advertising used by Swiss agents. 


Om are famous all over the 
world! 

“Here P ong have the pheno- 
menon cheaper watches 
give more pleasure than more 
expensive 


the reputation of its name. The 
more expensive one, however, 
has not got this advantage. 

“And it is this radiance, this 
atmosphere created through ad- 
vertising for many years, that 
lifts the Omega watch above 
various other makes, so that it 
is marching ahead in fame, 
together with Patek- mt ae 
Longines, Tissot and Rolex.’ 

The agents told how one of 
their number was called in to 
advise on the shortage of waste 
ees and board, and how his 

right idea of a_toy-tombola 


staved off the fear of unemploy- 
ment in the industry. 

This was cited as a way in 
which problems can be solved 
“in a cheerful, healthy way.” 

Case histories were given, oo 
of how fruit drinks are chea 
through the economies which 
mass production can effect. 

k a advertising 
makes to employment was 
stressed thus:— 

“Advertising has t us 
that Coffee Hag is or our 
heart, that Ovomaltine gives us 
strength. Advertising has given 
us central and oil-heating, the 
vacuum-cleaner, the refrigerator, 
oe washing-machine, car 

nd the radio! Advertising gives 
daily work on a gigantic scale.” 

Businessmen were reminded 
that the firm which wins public 
favour wins the economic battle: 
that the real strength of a firm 
is not in its bank balance, its 
plant, or its factory, but in the 
goodwill which vertising can 
always create for a good 
product. 


AVERAGE WEEKLY NET SALE 133,105 
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2.149.070° 


lines of classified 
advertising 
appeared in 


Cie Daily Telegraph 


during the year 
ending Dec. 31,195 3 


The Daily Telegraph carries 

more classified advertisements 

than any other national 
daily newspaper 


The only quality newspaper 
with over a MILLION sale 


* In addition hundreds of thousands of lines were unavoidably held over owing to lack of space 


NET SALES for MARCH, 1954, 1,044,351 copies daily 
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TH MORE goods a manu- 
facturer can sell, the more 
money he can spend on ad- 
vertising. in theory, this should 
further increase his turnover. 
However, most big names in 
advertising start from small 
beginnings. Obviously, when 
a new product appears on the 
market, the process of getting 
the name over to the public 
is, in most cases, necessarily 
slow because of the limited 
amount of capital the manu- 
facturer is able to devote to- 
wards the advertising. 

As an example, consider the 
case of a manufacturer selling a 
branded article through the 
wholesale trade to appointed 
retail agents. To begin with, dis- 
tribution on an agency basis 

ives it a certain amount of value 
rom the retailer's point of view. 
Most of them prefer to sell some- 
thing which cannot be obtained 
from a close competitor. 


olny for + tna fon 
JOHN JONES LTD 


3% HIGH STREET 
MARLBOROUGH 


Left: An example of “Two-Steps” co-operative advertising whereby 
the retailer pays only half the space cost. 


Hard selling advertising 
with a limited budget 


By RK. D. MATTHEWS, 
Advertising Manager, “I wo-Steps” 


A list can soon be compiled of 
the agents worth cultivating. If 
this is done, it is fairly certain 
that these retailers, who are a 
little more enthusiastic than the 
rest, will give a good showing to 
the material with which they are 
provided. At this stage, point of 
sale display is extremely import- 
ant, because an advertiser in such 
circumstances cannot enter into 
an extensive national press cam- 
paign. He must rely mainly on 
the shop window. 


Very effective three dimen- 
sional display units can be 
obtained for 30s. or £2 and they 
can be made to pay for them- 
selves many times over: 100 such 
units distributed on loan for a 
period of three to six months to 
selected retailers, can be recalled, 
and sent out again to the next 
group. This process can be re- 
peated until the units become too 
soiled or damaged. 


snot 
™t CHILDRENS 
gat? va 


sturdily made can be sent out to various retailers in rotation. 


154 


Right: Display units if 


Children's Shoes 


Very effective 
three dimensional 
window and 
counter at oy 
can be bought at 
moderate cost and 
made to pay for 
themselves many 
times over. 


_By this time, another type of 
display can be put in circulation. 
While a 100 per cent response is 
unlikely, most agents will 
comply with uests for return; 
after all it is in their interests 
to do so. 


Changes in style 


To support such displays, 
various showcards, price tickets, 
leaflets, pelmets, etc., should be 
available. If therc is a seasonal 
demand for the article, and con- 
sequent changes in style, then 
two or three showcards may be 
necessary during the year. It is 
essential to have some display 
material of a rmanent 
nature available for all agents 
selling the product, and it is also 
necessary to have a fairly large 
quantity of this type of material 
for it to be an economic propo- 
sition. Provided the total num- 
ber of retail agents is in the 
region of 500, there is little 
chance of very much wastage. 

When working with a small 
appropriation it is impossible to 
compete successfully with manu- 
facturers who enter into large 
national press advertising cam- 
paigns. Obviously, to make an 
impression on the public in this 
way, thousands of pounds must 
be spent on a consistent series of 
advertisements in the leading 
newspapers and magazines. How- 
ever, for a comparatively small 
outlay, a certain amount of press 
advertising can be done quite 
effectively, again with the assist- 
ance of the retailer, and with his 
interests in mind. 

By offering a co-operative 


advertising service, whereby the 
retailer advertises in his local 
newspaper, and pays only half 
the space cost (the other half, and 
the blocks being provided by. the 
manufacturer), double the value 
is obtained for the cost of the 
scheme. This most certainly 
pays the retailer, as he is con- 
tinually publicising his name in 
conjunction with the article. 

To support such a scheme, the 
more heavily populated areas of 
the country can be covered by 
periodical insertions in four or 
five of the leading provincial 
newspapers, at certain times of 
the year. The selection of dates 
will, of course, depend on the 
times of the year which are best 
from a buying point of view. 


Established in market 


Some national magazine adver- 
tising may be desirable, mainly 
to enhance the brand in the eyes 
of the retailer and give it a little 
more prestige. But here again, 
unless it can be done on an ex- 
tensive scale, it will not serve to 
influence the public a great deal. 

Once established in the 
market, and assuming trade con- 
ditions to be favourable, and the 
manufacturer is able to step up 
output to meet a growing con- 
sumer demand, he will be in a 
position to increase his advertis- 
ing appropriation accordingiy. 

Then is the time to concen- 
trate more on national advertis- 
ing but not at the expense of 
point of sale display and the 
retailers on whom one is 
dependent for showing the 
goods to the public. 


ON YOUR APPROPRIATION 


4 CAPITAL RETURN 


INVESTORS’ 
CHRONICLE 


GEORGE BULLOCK 
ADVERTISEMENT MANAGER 


li, GROCERS’ HALL COURT, E.C.2 
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68°, of our male readers 
are in the better paid positions 


—men who influence others 


THe OLD GAME of “keeping up with the Joneses” 
has fruitful results for advertisers. But who are the 
Joneses ? 

From a recent analysis of our readership, it appears 
that nearly a quarter of the men who «ely on the 
News Chronicle come from the tycoon, executive, 
and professional class. Another 45 per cent are drawn 
from that other category of big-money carners — the 
foremen, the skilled industrial workers, the craftsmen. 


Such readers are also leaders. From their position 
of responsibility and material success, they tend to 
influence the lives and habits of other people — and 
other customers for advertised goods. 

If you are interested in the character of a big potential 
market (over 3,000,000* strong), you will find the 
booklet below worth studying. It examines News 
Chronicle readers in terms of their occupations, their 
enthusiasm for this paper, and their responsiveness, 


*Hulton Readership Survey, 1953 


NEWS CHRONICLE 


The findings in this booklet are based on a survey conducted originally for our private editorial 
use — but some of the information, we thought, would be very useful to advertisers or 

their agents. Copies of the booklet may be obtained by writing or telephoning to the 
Advertisement Director, The News Chronicle, Bouverie St., E.C.4. Central 5000. 
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Review of Advertising 


You never can 
tell 


VER SINCE the day, so 
long ago, when I first 
donned long trousers and a 
bowler hat and set out, self- 
conscious as a débutante in 
the Mall, to polish up the 
handle of an yay le 
front door, I have 
plaints about the community's 
poor opinion of advertising 
and advertising men. 

When I first put my uniform 
on and mopored. for duty to a 
Royal Air Force station my 
group captain asked what I did 
in civilian life. On hearing that 
| was an advertising man he 
murmured, “Good God!” was 
silent for a while, and then said 
brusquely: “Well, don't try to 
do anything of that sort round 
here. If | want any advertising 
{ shall send the station band to 
play in the market place.” 

It would be an exaggeration 


KENT MESSENGER 


CROUP 


SOUTH EASTERN 


GAZETTE OBSERVER 


By COPYTASTER 


to say that my heart bled over 
this—my only encounter with 
hostility to advertising. Indeed, 
{ was delighted, in my shameicss 
way, to tell the story in the mess 
that night. Perhaps | am im- 
moderately thick of skin and 
short of perception, but this low 
opinion of advertising and ad- 
vertising people seems rather 
like the Indian rope trick: 
everybody talks about it but 
practically nobody meets it at 
first hand. 

Nevertheless, the sensitivity of 
the leaders of our trade is 
powerful and almost inescap- 
able. They long to be loved and 
admired as doctors of business, 
engineers of sales or architects 
of prosperity, and they won't be 
happy till t get there. 

At a dinner recently an adver- 
tising agent was reciting a 
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| Satens de Comfture sux deux dix-huit 


The birth of an cutstandingly successful campaign? 


catalogue of our virtues and the 
ways we have set our house in 
order of recent years. Our 
code of ethics or professional 
behaviour had been greatly 
stiffened. Our approach to 
problems of merchandising and 
selling had become much less 
haphazard and irresponsible. 
Advertisers now sought our 
advice and accepted it as 
readily as a doctor's prescrip- 
tion or a counsel’s opinion 
instead of demanding to see 
a selection of proposed adver- 
tisements from which they and 
wives and 
daughters could make a 


More widespread practice 


This certainly made me blink 
a little, for it had seemed to me 
that the practice of giving ad- 
vertisers a choice a ible 
campaigns was more widespread 
since the war than at any time 
in my memory. 

In theory, of course, it is 
highly desirable that an agency 
should put forward just one 
campaign in which it thoroughly 
believes instead of giving the 
advertiser a choice. Certainly I 
think an agency should never 

rovide an alternative copy plat- 
orm, but it would be absurd 
to pretend that there is one and 
only one right way of putting 
that platform before the public. 

Wasn't there something about 
the nine and 40 ways of singing 
tribal lays—and every single one 
of them is right? 

But that is not all. 

Does it not seem probable 
that an agency which invariably 
puts forward just one campai 
on which it is ready to stake 
everything will quite often miss 
the heights? 

Isn’t it true that some of the 
most brilliant and apparently 
successful campaigns are so un- 


“Schweppervescence” for ex- 
ample, and the first “Schwepp- 
shire” advertisements—could you 
have confidently recommended 
these, with logical arguments, as 
an agency’s only suggestion for 
a campaign costing anything up 
to £100,000? 


Sense of fun 


It is easy to be wise after the 
event, but could anybody have 
said then, with complete con- 
fidence, that they would appeal 
either to the consumer's or the 
client’s sense of fun? Think, 
too, of the long series for 
Dubonnet and Desoutter, the 
“Play titles bottled by Worth 
ington,” and—though I still 
stubbornly refuse to believe in 
them—all those rhymes about 
the blackbirds that want to eat 
Farrow’s peas. 

Perhaps in years to come we 
shall even find that this goofiest 
of all goofy advertisements for 
Raymond the hairdresser marks 
the birth of an outstandingly 
successful campaign; but it must 
have taken great courage and no 
little ingenuity to find any argu- 
ment whatever in its favour ex 
cept that it is unique. 

Let us print the copy loud and 
clear : — 


This in itself strikes me as 
baffling beyond belief, but my 
confusion is worse confounded 
by the discovery that Raymond 
owns a _ racehorse—its mane 
beautifully groomed, no doubt— 
rejoicing in the name of Teasie- 
weasie. Perhaps that will be a 
winner even if this campaign 
proves to be an also ran. 

@ Continued on page 158 
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Influential business men 


in over 100 countries prefer 


TIME INTERNATIONAL 


to any other publication 


The four International Editions of TIME MAGAZINE cover 


il p 
HJ fom LAV "A ae the world's most important markets outside the U.S.A. 
Sloe = & Published in English, these editions are read every week by 
a more than 1,800,000 influential people in over 100 countries. 


Not only are 92%, of TIME subscribers in business, government 
and the professions, but the world’s top business men prefer 
TIME to any other publication. TIME readers everywhere are 
the men and women who make trends, influence opinion, and 
help to determine the trading policies of companies and 
governments. To the advertiser, these are the people who shape 
the course of business throughout the world! 

You can buy advertising space in all four editions —TIME 
Atlantic, TIME Canadian, TIME Pacific and TIME Latin 
' American — or in the editions that cover the areas in which 
you are most interested. Full details from: The Advertisement 
Manager, Time International, Time & Life Building, New Bond 
Street, London, W1 


TIME 


4 


ATLANTIC PACIFIC CANADIAN 


LATIN AMERICAN 
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COC Caceres 


Fer see a seal 9 
SON 


Is there something up his sleeve, will it leap out of his 
shining topper—or is it just an aquarium behind closed 
curtains? Whatever it is, he’s got his audience! A seal is 
exciting! 

Seals such as we make — jewelled, embossed, brilliant — seals 
for boxes, packs, anything you have to sell—are just the 
things to catch the eye of the beholder, trap the wandering 
attention, stimulate interest, get in before the others! 


And these are the seals for which we are famous : 


Meteratt 


Bold, sculptured, it is embossed on 
heavy metal foil. Gives power and 
dignity to quality booklets, show- 
cards and plaques. 


Cameo 


Brilliant jewel-like paper seals deli- 
cately embossed in splendid colour. 
Embellish pottery or glass, cartons 
or woodwork. 


Filimet 


Delicate filigree seals in thin sheet 
metal. Ideal for names and trade 
marks on almost any surface, Can 
be moulded into plastics. 


. 
‘ 


C3 
*< 
< 
< 


DIT 


4 


Samples and prices gladly sent on request. 


WALSALL LITHOGRAPHIC (° L® 


MIDLAND ROAD, WALSALL Phone: WALSALL 5486 


and at: 29 LUDGATE HILL, LONDON, E.C.4. CITY 7357 
55 MARKET STREET, MANCHESTER, 3. DEANSGATE 7829 
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NEVER CAN 


=continued 


The layout of this 
advertisement is a 
da-zler in _ the 


taster. The slogan 
on the black band 
he believes to be 
one of the best in 
current use. 


In case you are also mystified 
by the French line about salons 
de Coiffure aux deux dix-huit, 
it apparently refers only to the 
coincidence that the street num- 
bers of two of Raymond's three 


London hairdressing saloons 
happen to be 18. 
aK ae ok 


ALTHOUGH it happened to be 
so badly reproduced that I can 
neither make much sense of the 
hotograph nor admire the 
louse this new Lux advertise- 
ment is well worth studying. 

The layout is a dazzler, of 
course, though it seems a pity 
to cut the pe with this 
black band, particularly when 
one remembers how badly white 
on black lettering usually comes 
out in readership tests. I think, 
too, that the caption below the 
photograph should have run to 
the full width in clearer if not 
larger type to achieve the true 
editorial effect. 

But these are details. The 
girl’s gay expression and livel 
unconventional pose are bril- 
liant eye-catchers and the 
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blouse? 22:=32532 © = 
TELL no, it’s oe ote ae 
) Lux-washed! “2 ‘a 


typography of the headline and 

copy is a joy to behold. 

The headline is so complete in 
itself that one wonders whether 
it will attract as many readers 
to the copy as it should. Ought 
there not to be some kind of 
invitation or curiosity-tickling 
device? To put the first word 
of the copy in caps was sensible, 
but something more provocative 
than “yes” could surely have 
been found. Even something as 
obvious as “Delicate forget-me- 
not blue” or “This is how I did 
it,” would be more enticing. 

The copy is long but it is 
enthusiastic and readable and it 
has the merit of not bullying the 
reader, as some of the soap and 
detergent powders do, _ with 
meaningless repetition and 
peremptory commands. The 
slogan on the black band is not 
a new one, I believe, but it is 
one of the best slogans in cur- 
rent use. 

“If it's safe in water it’s 
safe in Lux,” says much and 
suggests even more in as neat 
a as anyone could con- 

ve. 


This stand, designed and built by Leon Goodman Displays for Keen 
Robinson & Co., Ltd., was completed and installed as soon as the 
electricians’ strike ended at the Ideal Home Exhibition. 
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COVER THE MIDLANDS WITHOUT THE DESPATCH 


Birmingham is the centre of the largest and richest market 
in the provinces. A market which needs the lively 
impact of the Evening Despatch to get your product home. 


Birminghams Popular Evening 


Cucnies Posyatch —-—-— 


CORPORATION STREET, BIRMINGHAM, 4. TEL: CENeral 8461 
ERNEST LUMSOON ~- London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-970, FLEET STREET, LONDON, €.C.4. TEL: CENera!i 3265 
Leeds Offices 11, ALBION PLACE, LEEDS, Tel t LEEDS 24998, Manchester Offices MIDLAND BANK HOUSE, 16, CROSS STREET, MANCHESTER, 2, Tels BLAcK{ riers 3990 
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We should welcome your enquiries for 


* CATALOGUES 
* BROADSHEETS and FOLDERS 
* SHOWCARDS 


* THREE DIMENSIONAL 
CUT OUT DISPLAYS 

* POSTERS 

MODERN OFFSET LITHO AND LETTERPRESS 

PLANT + MAXIMUM SHEET SIZE 30° x 40° 
Specimens or personal call on request 

Wills & Hepworth Ltd 

The Ange! Press, LOUGHBOROUGH 


TES es 


Modern Poster Panels— 
Serving and Stimulating 
| the Public Interest 


PADDINGTON 0186/7 


INGTON ADVERTISING COMPANY 
37 SPRING STREET, W.2 


MINAVIA MODELS LTD. 


DISPLAYS - LETTERING 
" PERSPEX 


FABRICATION PRINTED 
330 Balham High Road, 
London, S.W.17. BALhom 6275 


PLANNED 
PACKAGING 


WILLIAM W. CLELAND LTD. 
PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 
LONDON, W.C2 —_— HOLborn 252! 


SHOWCARDS, POSTERS, 
BUS BACKS, CUT-OUTS, 
SCREEN PRINTED TO ORDER 
MODERN PUBLICITY SERVICE 


28 PRIESTS BRIDGE. 
UPPER RICHMOND ROAD, 5.W.!4 


PUFF FPS S OGG F GFT G ION 
* DISPLAY *« 
SILK SCREEN 
ASSOCIATED ARTCRAFTS LTD. 


36 WORTH AD., YORK WAY, LONDON, H.7 


4444444444 


; * NORTH 3327-8 * PROspect 8097. DAYGLO PRINTERS 
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This colourful pictorial folded broadside does an excellent 


Jods nome. Sheen 


ee 
~e 


a ot 


b for 


Ramsgate; but an 84-page guide does not succeed so well. 


Print Review 


How to judge the value 


of an advertisement 


HERE’S too much “board- 
room” thinking about 
second colours in advertising 
print. An inherent weakness 
of boards of directors is that 
too much of their thinking 
about advertising design is 
conditioned by the sedate and 
often austere decoration of the 
board room. A piece of print, 
or a proof of an advertise- 
ment, is Jaid upon the virgin 
expanse of the board-room 
table. There it is seen under 
soft lights, with no competi- 
tion, by people who at that 
moment have nothing else to 
do but look at  it—and 
criticise. 
And board-room thinking is 
not confined to the board-room 


By BRIAN HILTON 


Granted that most boards do not 
worry themselves about the 
design of a leaflet, there is 
almost 


certainly somebody 

the line whe works the same way. 
There is only one way to 
judge an advertisement—stick 
layout or proof into a copy of 
m0 wed in which it is even- 
to appear. Then it can 
be seen among its competitors 
for the readers’ attention. A 
piece of print must be mixed 
up with other es of print 
of the kind with which it will 
have to compete before any 
but the most experienced can 
judge whether it will stand out 
from the ruck. If this were 
done, eye-appeal and dramatic 
force would be seen to rate 

before asthetic values. 

@ Continued on page 162 


The and 
text in this official 
guide about Ly- 
Annes 
are printed in sepia 
with very pale 
green as a second 
colour. The result 
is a wishy-washy 
pase. Sepia would 
appropriate 

with a stron 
green. Brian Hil- 
ton also believes 
that~ the colour 
plates would have 
been betier for a 

black working. 
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that were sometimes overwhelming. For details of time available 


RADIO LUXEMBOURG ADVERTISING LTD. 


38 Hertford Street, London, W.1. 
General Manager: G. Clement Cave. 
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Unequaliled in Kent 


SIT STE wrsssiy ne sate 
Associated Ken! Newspapers 


Advertisement Represencatives 
€. W. Player, Led., 30 Fleet Street, £.C.4 
(Ceneral 2786) 


ten Berlingske Tidende 
os Advocate Alt for 
. Aftonbladet 
Yor thes Beriingske 


The New York Times The Washington Post Diario de la Marina Aften 
Elite Suomen Kuvaleht) Neve Zurcher Zeitung Svenska Dagbladet 
Damerne Trouw La Prensa Zig-Zag Weekend Picture Magazine The 
Hyemmet Stockholms. Tidningen Nassau Tribune Adressavisen The N 
Tidende Uuss Suom Neve Zurcher Zeitung Montreal Star Gote 
Stockhoims-Tidningen Trou Hemmets journal The Washington Pe 
Universal Viegwereld Aftenposten Weekend Picture Magazine Syds 
Damene The New York Times Bergens Tidende E! Espectador Hyemmet 
Port of Span Gazette Weekend Picture agree Beriingske Tidende De UB 

é y Star Stavanger Aftenblad oP 


pladet EI 


Svenska Dagbladet Family Herald & Week Tidningen 
Hyemmet Novedades Washington Po it for Damerne Barbados Advoca' ndustrial 
Montre rouw Gotet enska 
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JOSHUA B. POWERS LTD. 14 COCKSPUR ST., 


ternat sentel LONDON, 5S.W.) 
epee raneey Seen WHITEHALL - 3366 


mngton Post Svenska Dagbladet EI 


Mechanical World 


and ENGINEERING RECORD 


EMMOTT & CO LTD: 50 TEMPLE CHAMBERS - TEMPLE AVENUE -EC4 
Manchester Office: 31 KING ST WEST . MANCHESTER 3 


PADDINGTON 
ADVERTISING 


SILK SCREEN ARTS L® 


97 SHIRLEY ROAD. CROYOOR 
ADOISCOmMBE 3147-8 


HIGHEST GRADE 
CLEAN © SHARP 
RAT TSMANSHIP 


SPEEDY StRv ct 
S EXPRESS 
DELIVERY 


The Autotype Co. Led., Brownlow Rd 
London, W.13 


“DAY-GLO” PRINTERS 


°HOW TO JUDGE 
AN ADVERTISEMENT 


—continued 


Moreover second colours 
would be used more effectively 
in print that is intended to sell. 

In any pile of miscellaneous 
print such as I face every month 
the examples of poor use of a 
second colour outnumber the 
good. The main fault is feeble- 
ness. Generally second colours 
need a bold hand—but also a 
nice discrimination so that. the 
second colour provides antithesis 
for the main colour rather than 
competition. Two weak colours 
together are seldom effective. 


Second colour use 


Take, for example, the other- 
wise excellent official guide of 
Lytham St. Annes. The pictures 
and text are printed in sepia and 
the second colour is a very pale 
green. The result is a wishy- 
washy page. Pale green with a 
dead black, yes. Sepia with a 
strong green, yes. But not two 
weak colours together, for the 
result is as pallid as a Victorian 
virgin with the vapours. 

Incidentally, I think the colour 

lates would have been better 
or a black working. The 
theoretical black produced by 
the three primaries is not black, 
and colour half tones without 
black lack sparkle. 

To other producers of holiday 
guides, and to their advertisers, 
I commend the advertisement 
for Uncle Neville’s Hotel in the 
Lytham St. Annes guide. The 
headline written in a child’s hand 
is “Where children take their 
parents.” It is the one adver- 
tisement in the whole guide that 
offers the reader something 
different, something specific, 
something that all parents of 
young children seeking holiday 
accommodation will read.  In- 
deed, so sure is “Uncle Neville” 
of the rightness of his approach, 
that he asks readers to send a 
24d. stamp for his brochure, 
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The Torquay book, in Brian 

Hilton's view, is England's best 

holiday guide. Colour is used 

liberally and expertly. The sepia 

has warmth and the green has 
strength. 


The guide book for Scarborough 
is neatly sectioned and brightly 
informative. 


while almost all other hotels and 
boarding houses offer it free and 
post free. 

How many pieces of print 
have been produced to sell the 
charms of Ramsgate to the 
holiday maker I do not know. 
There is a very colourful pic- 
torial folded broadside which I 
am sure does an excellent job, 
but an 84-pa “Guide to a 
Ramsgate Holiday” completely 
lacks glamour. 

I suppose the reasoning is 
that the folder sells the idea 


they be quite so cold? 


Full colour photographs 


The Torquay book is, as 
usual, England’s best holiday 
guide. Here colour is used liber- 
ally and expertly. Sepia and 
green are the two colours for 
run of paper, but the sepia has 
warmth and the green has 
Strength so that they set each 
other off. There are also 12 
pases of full colour photographs 

utifully printed offset litho. 

There is no doubt about the 
effectiveness of the “editorial” in 
this new guide. But even 
Berkeley Hollyer has not been 
able to educate his advertisers 
to write advertisements that help 
the reader. Holiday guide books 
are like the traditional seeds- 
man’s catalogue; everything 
offered is equally wonderful in 
every respect, so the buyer can- 
not select precisely the item he 
wants. 

Only a few hotels really tell 
the reader anything about them- 
selves that helps selection. 

Scarborough’s guide is neatly 
sectioned, and brightly inform- 
ative. I must record, too, that 
the 1} inch advertisements for 
the smaller hotels are presented 
in an orderly fashion and do 
pack in quite an astounding 
amount of information even if 
it is all much of a muchness. 
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ADVERTISER'S WEEKLY 


HOW TO GET IN 


TO TOP MANAGEMENT 


MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY MONDAY TURSDAY 


This salesman goes through thou- 
sands of letterboxes every day to 
speak to executives who are frequently 
unapproachable by other means. 
What other salesman can get a word 
in before his customer starts the day? 
Yet your advertisement in THE 
FINANCIAL TIMES is read with the same 
respect and thoroughness that is 
accorded to its reliably informed 
columns of news and comment. THE 
FINANCIAL TIMES Carries authority 
with Top Management—you can 
share in it. 


THE FINANCIAL TIMES 


INDUSTRY + COMMERCE - PUBLIC AFFAIRS 
reaches Top Management every day 


SIDNEY HENSCHEL + ADVERTISEMENT DIRECTOR - 72 COLEMAN STREET - LONDON EC2 
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High-level 
Interest... 


You might be surprised to learn of the high- 
level readership of the Royal Air Force FLYING 
REVIEW. ‘Top-ranking Air Force Officers, 
Heads of Aeronautical Research, Planning and 
Buying Departments, Test Pilots and the like... 
not to mention a whole multitude of Aircraft 
workers as well as the Officers and Men on all 
R.A.F, stations at home and abroad. 


The top-level officials who read R.A.F. FLYING 
REVIEW are interested in Aircraft, Jet 
engines, Radar . . . everything for Britain’s 
rapidly-expanding Air fleets, whilst the mass 
readership offers a fruitful market for every- 
thing which sells to men. 


Ring CHAncery 8844 NOW for a copy. 
Circulation EXCEEDS 
70,000 copies monthly 


ROYAL AIR FORCE 


FLYING REVIEW 


180 Fleet Street, London, E.C.4 


Ad Man’s Bookshelf 
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An expert salesman tells 


how it can be done 


VERY year about 1,500 

sales executives and sales- 
men are personally trained in 
salesmanship by the author of 
this new book.* 

At the beginning of each 
course the following statement is 
made: We are passing on to you 
all that we have learned in over 
30 years of selling, and con- 
trolling a large sales organisation, 
as well as all the knowledge we 
have gained from the thousands 
of sales executives and salesmen 
who have passed through our 
courses.” 

Tack has now put all these 
sales ideas into book form and it 
is difficult to envisage a more 
complete work on subject. 
The chapter headings include: 
sales technique used by top 
salesmen; 50 ways of improving 
your approach; how to make 
people want to buy from you, 
and sales aids—and how to use 
them 


‘Hold the literature 


The conclusion reached by the 
author on the subject of sales 
literature is that prospects, 
although interested in a picture, 
will very rarely read pages of 

rinted matter: “It is not, there- 
ore, wise to hand the literature 
to the prospect. The salesman 
should retain possession of it and 
read through the important pas- 
sages to the prospect, stressing 
each point in turn, 

“This, of course, does not 
apply to a photograph which the 
prospect may want to examine. 
But even in the case of the 
photograph the salesman should 
point out the outstanding features 
of the equipment, or whatever 
the photograph is supposed to 
show .. . always handle (the 
literature) as though it were 
worth a lot of money .. . thi 
creates the impression that not 
only is your literature worth 
reading, but you are obviously 
proud of what you are handling.” 

Under the heading “40 ideas 
for increasing sales” it is pointed 
out that thousands of pounds a 
day could be added to the retail 
turnover of this country if only 
retail salesmen were to improve 
their technique. An instance is 
cited : 

“... achemist ... had a good 

local trade, and knew most of 

his customers. He had just 
received a delivery of a new 

line in nylon toothbrushes. 1 

asked him if he had confidence 

in them, and he said they were 


*1,000 Ways to Increase Your Sales, by 
Alfred Tack, The World's Work 1913) 
Led., 15s. 


the best in the world. I said 
to him, ‘Why don't you tell 
that to every customer who 
comes in this morning?’ 

“Out of 20 customers ap- 
proached in this way, four 
purchased brushes. Extras 
can always be sold if they are 
singled out for sale. The same 
applies to many salesmen who 
have accessories to their main 
articles of sale.” 


Pertinent advice for 


sales managers 
ling in the home market, by 
William E. Wood, Crosby Lockwood & 
Son, Lid., 88. 6d. 
HIS BOOK was examined 
at every stage of its 
compilation by a committee 
convened by the _ British 
Institute of Management. 
The claim is that it represents 
an approach to sales manage- 
ment based upon proven practice 
rather than theoretical experi- 
ment. As such it is intended to 
be a guide to the organisation 
and mana nt of a sales force 
pete o = Abe busy 
executive as well as iri 
student. oe 


Few good books 


This claim is supported by 
F. C. Hooper, president of the 
London branch of the Incor- 
porated Sales Managers’ Associa- 
tion. Writing in the foreword 
Mr. Hooper points out that there 
is a lack of good text books on 
sales management and goes on to 
declare that this volume “will be 
of the greatest help to all those 
who are concerned with the 
marketing of goods in the home 
market.” 

In the section headed “Sales 
Promotion” there is some perti- 
nent advice about direct mail 
advertising : 

“Sales letters are in reading 
competition with other corres- 
pondence and, consequently, 
Should never be of undue 
length, neither should they 
attempt to do the work of 
catalogues or illustrated sales 
literature. A letter cannot 
hope to accomplish more than 
introduce the company, the 
salesman, and the other con- 
tents of the envelope. If it 
does all these things success- 
fully, it has completed its job.” 
This undoubtedly a very use- 

ful piece of work to place u 

any advertising man’s bookshelf. 
Chapter headings include: The 
sales organisation, channels of 
distribution and sales promotion. 
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Keen competition a challenge 


to British initiative 
[By a special correspondent] 


T= BELGIAN market is characterised by inte nse competition in the import field. This contest 
for the favour of the consumer and capital goods buyer, however, brings substantial rewards to 
the successful suppliers. This survey of the export possibilities draws attention to the fact that Britain 
can offer a wide range of desirable products. But very careful planning of any advertising campaign 
is essential if success is to be ensured. 


INCE THE Second World 
War Belgium has prospered 
and her recent economic 
history, despite the existence 
of some difficult problems, is 
basically a story of success. 
The run of good years, in the 
view of the Board of Trade, has 
now lasted too long to be dis- 
missed as the fortunate chances 
of quick liberation from German 
domination, foreign assets, allied 
forces spending, the Congo, 
ability to supply scarce goods and 
the needs of Western rearma- 
ment. More fundamental causes 
have obviously been at work. 


Good living tradition 


National character produces 
lasting consequences in economic 
as in other human affairs. Suc- 
cessive foreign occupations of 
Belgian territory have bred an 
antipathy to regimentation, sown 
distrust of controls and fortified 
preferences for orthodox financial 
and economic remedies. 
Belgian tradition of good living 
also has ancient roots. 

It is not, however, an award 
of bounty, but the reward of 
effort. The pressure on a con- 
fined territory of a numerous 

meme the second densest 
Europe, has or over the 
centuries habits industry 


Opportunities for British Exporters 


BELGIUM 


An ‘Advertisers Weekly Survey 


which contribute a valuable 
asset to the national balance 
sheet. Hard Belgian currency 
= much to Belgian hard 
w ° 


Liberal open market 


To a great extent Belgium is 

a processing economy. Coal is 
the only basic raw material avail- 
able in quantity within the 
Belgian frontiers. Other raw 
materials have to be imported 
for a number of industries. 
About one-third of the gross 
national product is exported. 
Low tariffs and a liberal open 
market for mg lie, therefore, 
at the root of Belgian economic 
foreign policy. 

Exports from the United 
Kingdom to Belgium have 
attained encouraging proportions 
during recent years. The pattern 
has been modified of the pre-war 
habitual U.K. deficit on visible 
trade. Although, as the Board 
of Trade has pointed out in the 
overseas economic survey devoted 
to Belgium and Luxembourg, 
this improvement has had its ups 
and downs. 

Belgian buying from the Dollar 
Area has been partly dictated 
by taste, a preference, for ex- 
ample, for certain types of wheat 
in the bread diet, and by the 


@ Continued on page XIV. 
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Basic points 
for 
advertisers 


HE Belgian market 

is bilingual and 
that fact must be borne 
in mind all the time an) 
advertising campaign 
is being planned. There 
are two other im- 
portant features: 

@ There is a predis- 
pone to accept 

itish goods. 

° Well-organised fairs 
and exhibitions 
draw buyers from 
other European 
nations. 


Sabena photograph 


An aerial view of the centre of Belgium's capital city, Brussels 
With some 8,704,000 inhabitants, Belgium represents a con- 
venient and valuable outlet for British exports. Moreover, 


goods displayed in Belgium are noted by many visitors from 
other European nations. 
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Circulation or i cae. ? 


Te 


mesereck, (5: 


IN :ERESTED in the Belgian market ? Of course. Belgium is a 
compact, responsive and keenly competitive market for all types 


Cd a 
=o 


of consumer goods, and one where quality and value are sought 
for and appreciated. But when you come to study this market from 
an advertising point of view, you will enter a jungle of uncertainty. 
With few exceptions there are no audited figures of circulation. 


BA Ares gana 


Inspired guesswork must usually replace intelligent media selection. 


ASF: 

rep 

= 

‘ml The Libelle group of women’s periodicals and Flemish Editions, offer excellent natio- 
Be have, from their foundation in 1945, follo- nal coverage of all classes of Belgian women. 


pie 


wed a more liberal and a more sensible 
policy. 

It provides for its advertisers the same 
full information about its guaranteed, au- 
dited, net paid sales and distribution, as you 
would expect if you were buying space in 
Fleet Street. We believed this policy was 
right. Steadily rising circulations and adver- 
tising revenue have proved it to be so. 

We do not claim astronomical figures for 
our periodicals, but we can at least tell you 
exactly what you will be getting for your 
money. 


Libelle furthermore, on its back page only, 
offers a full colour space. 

We do not believe in ramparts. We beat 
our tom-toms and invite everyone interested 
to see all the information we have about 
ourselves as well as about the advertising 
jungle we inhabit. 

Frankly it pays us to help you, and we 
like to do it anyway. 

Please contact E. Cooper, 25 Old Bur- 
lington str. London W.1. (Mayfair 1044) 
for rate cards, specimen copies, or other 


information. 


Our weekly magazines, Libelle and Les 
Bonnes Nouvelles, both published in French 


* circumvallate = to surrpund with a rampart 
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fe 20M THE foreign ex- 
porters’ point of view, 
Belgium is not so much a 
problem child as may be 
imagined. It is true to say, 
however, that it is unlike any 
other European market—a fact 
which British exporters are 
rapidly learning to appreciate. 
It has been said that we learn 
more from failure than from 
success. In these days of ad- 
vanced marketing and advertisi 
methods much of the hazard o 
exporting to foreign markets can 
be eliminated by pre-knowledge 
of the territory to be conquered. 
This applies perhaps more to 
Belgium than to any other 
country. 


Daily necessities 


Many British products are well 
establis here; in some cases 
they have become necessities in 
the daily life of the people. In 
nearly ev instance the ex- 
porter has listened to the — 
given him by experts on the s 
and has accepted that Belgian 
habits and customs in no way 
resemble those of Britain. 

In this country (of approxi- 
mately 8.7 million people) we 
have two languages. The racial 
characteristics of the French and 
Flemish zones are varied, com- 

ex and completely incompre- 

nsible to anyone who has not 
lived here for a considerable 
time. 


High living standards 


But French or Flemish speak- 
ing, Belgians have several vital 
things in common. Hard work- 
ing, they have a high standard 
of living ‘and a buying power 
which is manifest in the amazing 
number of cars on the roads 
and the continuous construction 
of new private houses; they are 
enthusiastic and critical in their 
decisions to buy; original in their 
choice and susceptible to foreign 
inventions or novelties of a 
practica] nature. 

This ip itself opens 

wide field a exporters 

who have courage 

initiative to give the Beason 

what he wants. 
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BELGIUM 
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a ayn ea, prepared to work the Belgian market from “A” to 
advertising expenditure there is a full harvest to be reaped. 


some pitfalls to avoid 


Exhibitions and fairs in Belgium should be fully exploited by British 


exporters. This is a scene from 


the last Salon de I Alimentation 


et des Arts Menagers. 


British goo are among the 
finest in the world. We could 
not pretend to tell you how to 
manufacture your products but 
we can help you by pointing out 
some of the essentials needed in 
order to gain a foothold in this 
particular market where competi 
tion is both keen and shrewd. 


Lost opporte=‘ties 


What is meant by courage and 
initiative in this case? To 
answer this question we must 
speak quite frankly about some 
of the opportunities lost in Bel- 
gium by British firms since the 
end of the war. To detail every 
case would be impossible in this 
limited space but here are some 
outstanding examples. 

Where _ F are concerned 
Britain has sadly neglected an 
ideal export outlet. Belgium 
has no car industry of her own 
and so is obliged to import. The 
war over, this virgin territory 
was open to Britain on equal 
terms with other allied countries. 
— ced ~~ oes tige and good 

Igium was for 
Beitain stenty “in the bag.” 

But what is the situation to- 
day? Germany has the small 
car market in the palm of her 


hand. She is now entering suc- 
cessfully into the “family” cate- 
gory where France, lialy, Sweden 
and Czechoslovakia have already 
established themselves. In the 
big car class America has pre- 
dominance, with Germany and 
ltaly beginning to make them- 
selves felt. 

What of British cars? 

Of superior and a, oe 
struction they have —— a. ing in 
their favour—especial 
when there is a 5 aes a 
economy in petrol consumption. 

Unfortunately, most of our 
roads are cobbled, making sus- 
se a ag =~ selling argument. 

fact is, however, that many 
British manufacturers have re- 
fused to change their existing 
shock-absorbing systems. Neces- 
sary modifications to this of the 
ment fall to the expense 
purchaser, For the la 
this costs as much as 000 to to 
10,000 francs (£56 to £70). 


After-sales service 


Two other weak points are: 
(a) The difficulty ad rapid 

spare-parts rep and 
(b) Lack of adequate pe a 

ing arrangements. 

@ Continued on page XVI 


How to break into the market—and 


‘ 
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Market ‘oat 


HE BELGIANS number 
about 8,704,000. Some 
5:8 million of them are be- 
tween |5 and 65 years of age. 
Total civilian man-power has 
been officially reckoned at 


those worki 
account. Civilian wage and 
salary earners number 2:3 
million: two million of them 
are social insured. 

Approximately 52,000 
people are engaged in agri- 
culture, forestry and fishing ; 
188,000 in mining and quarry- 
ing ; 1,009,000 in manufac- 
turing ; 165,000 in buliding 
and construction + 20,000 in 
public utility and sanitary 
services ; in trade, 
banking and insurance; 
220,000 in transport and com- 
munications and 454,000 in 
public services. 

These res include all 
those ing for private 
employers or public authori- 
ties, both manual and clerical 


earn their 
living outside the national 
boundaries, chiefly in France. 
In the manufacturing total 
metal products account for 
354,000, textiles for 208,000, 


for 105,000 workers. 

The number of women at 
work is constantly increas- 
ing. Already they constitute 
more than 20 per cent of 


hotels and catering. 
imported labour, chiefly of 
Italians for the coal mines, 
is essential to the national 
economy because of a short- 
age of workers in soutnern 


Beigium, particularly in the 
industrial sectors. 


)from the co-existence of two 
anton languages. 


3-4 million, nn B this includes | 
on their own{ 


® 


and food, drink and tobacco, 
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BELGIUM 


Planning the approach to 
a ‘no austerity’ market 


By Fernand Hourez, of 
Bodden and Dechy S.A. 


For A long time before the 
war Belgium was a good 
market for numerous British 
exporters, Products from 
Britain are still much appre- 
ciated for their quality-finish, 
their excellence and their pre- 
sentation. ‘In fact, these quali- 
ties are very much to the taste 
and characteristics of the 
Belgians who appreciate 
family life, comfort, good 
cuisine and well - designed 
equipment. 


Britain favoured 


The Belgian character is far 
from austere—even tending to 
like luxury, abundance and 
delicacies. % is useless to explain 
precisely why some British pro- 
ducts meet with special favour 
in Belgium; cars, motor-cycles, 
precision tools, kitchen — 
ment, leatherware, alcoholic 
beverages, fine biscuits, etc. We 
will simply stress the fact that 
in the higher levels of society 
and even in the middle-class this 

reference becomes even snob- 
~ as one hears such English 
terms as lunch, drink, breakfast, 
toast, tea, etc., currently used. It 
is also considered worthwhile to 
state that one buys British over- 
coats, shirts, whisky and cream 
crackers. 

Let us not forget either that 
each year numerous British 
tourists arrive in Belgium and 
form an important part of our 
seaside clientele. That is a sup- 
plementary reason for British 
manufacturers to make sure their 
products are available. 


No preferential duties 


The customs regulations can but 
encourage this exchange because 
Belgium applies no preferential 
duties, except in the special case 
of the Benelux portion, 

It is, therefore, hardly sur- 
prising that one notices most ex- 
tensive and constant advertising 
for British products in daily 
papers, seniedion icals, posters, dis- 
plays, etc. 

The principal reproach that 
could be made is that these 
advertisements are not always 
adapted to the public taste. 
Either for economy's sake or 


for some other reasons, several 
British firms have a tendency 
to use the same advertising 
material in Belgium that they 
use in Britain. And here I do 
not only think of layouts and 
blocks, but also of wrappings, 
displays, posters, brochures. 
Not only is this material un- 
suited to the psychological con- 
ditions of the Belgian market, but 
we also frequently notice num- 
erous translation mistakes which 
convey very poorly that so well- 
known British humour. 
Sometimes there are other 
technical factors which should be 
taken into account, For example, 
the paper used by the dailies 
requires heavier frames, and line 
blocks instead of half-tones. 
Advertising is more “aggres- 
sive” in Belgium and, therefore, 
demands stronger layouts. Finally, 
there is the fact that British 
letterpress does not have the 
accented characters current in 
French and Flemish. 


Two language zones 


And here we come to 
another problem: Beigium is 
divided into two language 
zones: the Flemings dwell in 
the north, the Walloons in the 
south, Certain regions, such 
as the capital, are completely 
bilingual. 

This problem is even more 
complicated than it might appear 


because nothing officially dis- 
tinguishes Flemish from Dutch, 
although there are still marked 
differences which are found more 
in the spirit and the character of 
the people than in the language 
itself. 


Knowledge of French 


In this connection, I can add 
that while many well educated 
and cultured Belgians know 
French, and that language might 
safely be used for advertising 
products to the upper classes, it 
is at the same time absolutely 
necessary to use Flemish adver- 
tising for consumer goods, 

In Belgium we have French 
and Flemish dailies and the ques- 
tion of circulation poses a new 
problem. At the initiative of 
the Union Belge des Annonceurs 
(Belgian Advertisers’ Union) an 
Office des Justifications des 
Tiarges (O.F.A.D.1.) was created 
not very long ago. But some im- 
portant papers, however, do not 
use this service. This concerns 


circulation. 
The situation is no better in 
connection with readership 


because, here again, the news- 
papers do not give certain items 
of information which advertisers 
would like. 

Last year two magazines con- 
ducted a market survey, covering 
their own advertising value as 
well as that of a dozen other 


An impressive interior scene of the 1953 Brussels International Fair. 


This year's fair will open in two days’ time and close on May 9. 


Aprit 22, 1954 


Belgian periodicals. 
comparative figures obtained by 
this survey were published by a 
French advertising mewspaper. 
The competing magazines insti- 
tuted a law-suit for unfair com- 
petition and won even on appeal. 


Results and 


Importance of posters 


One characteristic aspect of 
advertising in Belgium—and 
which is greatly admired by 
foreign visitors—is the number 
and importance of poster sites, 
even in the very centre of the 
capital where they hide the large 
reconstruction yards. Not that, 
in a certain sense, this profusion 
of posters is unrestricted. Very 
strict regulations watch over the 
esthetic aspect of our towns and 
sites. No comparison can be 
made, for instance, between our 
large axial roads and the Italian 
autostrades where posters and 
boards succeed each other every 
10 yards. There is one more 
pertinent fact: posters are the 
only taxed advertising medium 


Cinema-advertising is also 
much in vogue. Short com- 
mercial films, 15 to 30 m., 


mostly in colour, shown during 
the intervals, are much praised 
as they are of a rather good 
quality. In the provincial towns 
and in the suburbs of the larger 
cities, slides can be used, but it 
is far better to use short films. 


No radio commercials 


The official status of Belgian 
broadcasting does not allow com- 
mercials. Before the war, how- 
ever, some local stations did ad- 
vertise, and although much is 
said about recalling these to life, 
nothing practical is being done 
about it. One station covers 
part of Belgium and essentially 
the Walloon provinces: Radio 
Luxembourg. This station also 
covers the north and east of 
France. In so far as the Flemish 
provinces are concerned, these 
are covered by special broad- 
casts from Radio Luxembourg. 

The taste of the Belgians for 
luxury, stressed at the beginning 
of this article, is openly revealed 
by the arrangement of the shop 
windows. The windows of our 
large department stores can rival 
the best in other capitals. Ad- 
vertising at the point of sale 
must never be neglected. 

The direct mail technique is 
widely used when a well deter- 
mined category is to be con- 
tacted and Belgium has excellent 


organisations in this field of 
advertising. 
If the British exporter takes 


enlightened advice he will find 
an excellent market in Belgium 
for his product. The Belgian is 
very active, works a lot but likes 
good living and does not hesitate 
to spend money for comfort. 
Wages are relatively high for a 
Continental country. Numerous 
British manufacturers have 


realised all this, but a wide mar- 
ket is still open. And it is worth- 
while to take a risk. 
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” Antwerp a gun pointed at the heart of 


England ” 
+++. SU S410 Nuapuleon In 1809 


BUT NOW 


Antwerp is England’s gateway to the Continental 
Market. 


GAZET VAN ANTWERPEN 


will be your introduction 


.-- Did you know that! 
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Pattern of publicity expenditure 
in a bilingual market 


There are about 40 daily newspapers devoted to general news in Belgium and, according to an authoritative report, the daily 
circulation totals around 2,850,000 copies. How advertising appropriations are spread over the daily press, periodicals, trade 


EADERSHIP of news- 

papers is highly developed 
in Belgium. Though small in 
area it is one of the most 
thickly populated countries in 
Europe. With some 8,704,000 
inhabitants it has an average 
for the whole country of 738 
to the square mile against 533 
per square mile in the United 
Kingdom. About 5.8 million 
people are between the ages 
of 15 and 65. 

Some 40 daily newspapers 
devoted to general’ information 
are published. According to 
“World Communications,” edited 
by UNESCO in 1951, the daily 
circulation of newspapers was 
estimated at 2,850, copies. 

Daily circulations 

A few papers only publish 
audited res of their circula- 
tion, but from available facts it 
appears that there are two 
commoners with an average daily 
circulat of 300,000, and nine 
with a circulation between 
100,000 and 200,000, To appre- 
ciate circulation facts in Belgium 
one should remember that there 
are two official languages: 
French in the southern region 
where the Walloons live, and 
Flemish in the northern provin- 
ces. Brussels area is 
bilingual. Some German is 
spoken in two eastern districts. 

The Flemish, or northern 
part, of the 7 accounts for 
50.41 per cent of the total popu- 
lation, the Walloon previnces 
for 34.34 per cent and the 
oe Is area for 15.25 per — 

Thirty no pers are pub- 
lished in French, 17 in Flemish, 
and one in German. This means 
that all shades of political 
opinion, the country as a whole 
and the various regions are 


Position of Brussels 


Newspapers with a la cir- 
culation are on sale . all 
regions, although the bulk of 
their production goes to 
relevant linguistic region and to 
the bilingual district of Brussels. 

Most Brussels papers, and 
some provincials, publish re- 
ey: editions. The main news, 

features, stories and adver- 

ts are the same for the 

whole circulation but some pages 
are devoted to local news. 


The main press organisations 


@The General Press Asso- 
ciation, the members of 
which are journalists of the 
daily press including pub- 
lishers dealing with editorial 
matters. 

@ The Professional Union, a 
trade union of journalists, 
which also runs the House 
of the Press. 

® The “Entente des Directeurs 
de Journaux quotidiens de 
Bruxelles,” the Brussels pub- 
lishers’ organisation including 
the following papers: La 
Derniére Heure, Het Laatste 
Nieuws, La Libre Belgique, 
La Nation Belge, Le Peuple 
and Le Soir. 

@®The “Fédération de jour- 
naux Belges,” the provincial 
on organisation. 

All four organisations under- 
take to defend the freedom of 
the press. The Brussels news- 
papers of the “Entente” have 
voluntarily agreed among them- 
selves to indicate distinctly in 
their columns whether an item 
is giving editorial news and 
comment, or publicity. 


Fixed standard rates 


No money is accepted for the 
insertion of editorial matter and 
advertisements are the subject of 
fixed standard rates. This rule is 
becoming general. 

Advertising and publicity, es- 
= for consumer goods, is 

ming more and more neces- 
sary because of the increasingly 
competitive market. All adver- 
tising media are used although 
for commercial broadcasting 
Belgian firms have to rely 
upon Radio Luxembourg be- 
cause the status of the Belgian 
Broadcasting Institute forbids 
commercial radio. Only the 
broadcast of a Is for cam- 
paigns of general interest or for 
charity (¢.g., safety on the roads, 
to help victims of infantile 
paralysis, of the floods, etc.) is 
allowed. Advertisements in the 
papers are the most effective 
method of advertising. When in 
1948 the Government started a 
campaign through press, broad- 
casting and motion pictures to 
fight the rise of prices, an in- 
vestigation showed that 11.5 per 
cent of the people questioned 
admitted to have been impressed 
by the films, 26 per cent by 
broadcasts, and 41.5 per cent by 
the press, 


journals and other media available is discussed in this survey by G. NICAESE, Advertisement Manager of Het Laatste Nieuws. 


According to an _ extensive 
study by Professor Baudhuin, an 
economist well known in Bel- 
gium, no less than 1,475 million 
Belgian francs (or about 
£10,535,714) were spent on ad- 
vertising in 1949 and the amount 
was divided into the following 
groups: 


(Belg. frs. 
million) 
Daily press... ... 450 
Periodicals and trade 
press a we. te 
Posters 75 


Cinemas and radio (via 
Radio Luxembourg) 75 
Trade fairs and exhibi- 
tions ote —S 
Printed matter (incl. 
distribution costs)... 200 


Sales promotion ive) ae 
Special displays and 
free sampling sos Ae 
Internal organisation of 
advertisers ... on oe 
Total: 1,475 


The 1949 proportions still hold 
although 15 per cent should be 
added to the figures because of 
the increased rates. 

The followi organisations 
are recognised in the field of 
advertising : 

® The Advertising Commission 

of the International Cham- 
ber of Commerce 

@ The Belgian Union of Ad- 

vertisers 

® The Federation of Publicity 


@Cetrep (An_ organisation 
which examines publicity 
expenditure). 


Apart from the above, there 
has been founded a Community 
of Interests for the Flemish part 
of the country, including the ad- 
vertising managers of the main 
Flemish newspapers and periodi- 
cals. This association deals 
with problems concerning adver- 
tising and endeavours to pro- 
mote understanding between its 
members with the object of 
purging the advertising field of 
foubtful advertising matter and 
unfair practices. 

Recently an office has been 
set up to certify circulation 
figures (OFADI). It seems, 
however, that this office, founded 
by the Belgian Union of Adver- 
tisers, has not met with the 
assent of all advertising media. 
Some papers also prefer to have 
their circulation audited by 
accountants. 

British exporters do not seem 
to be fully aware of the oppor- 
tunities in Belgium and too often 
rely on their traditional trade 
relations. Swiss, Italian and 
German firms, on the other 
hand, are making great efforts to 
increase their share in the Bel- 
gian market. British firms should 
advertise on a national scale and 
that means in French and 
Flemish. Moreover, measures 
should be indicated in the metric 
system, and prices in Belgian 
currency. 


Trade fairs and exhibitions form an important feature of the Belgian 
merchandising scene. In 1949 —_ han A million francs were expended 
on su ia. 
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To increase your sales in Belgium 
Sélection 
the Belgian Edition of the Reader's Digest 
will give you the best results because 


Sélection 


REACHES THE LARGEST NUMBER OF 


READERS WITH HIGH PURCHASING POWER 
22°, of the wealthy class 29°, of the executives 
14%, of the upper middle class 32°, of the university graduates 
10°, of the middle class 21°% of the secondary school graduates 


and because 


Advertising space in SELECTION is 
available at exceptionally low rates 
® More than 128,000 copies of SELECTION are sold 
every month (figure for 1953 as audited by OFADI). 
Since the readership-per-copy is extremely high, 
about 650,000 Belgians are regular readers of 
SELECTION (figure from research survey). 

®@ The average Belgian reader spends four hours in 
reading his copy. Therefore, he is exposed again 
and again to the messages in the advertising pages. 
® Surveys reveal that readers spend twice as much 
time reading the advertising pages in SELECTION as in 
any other publication. 


Advertisements in SELECTION have 
great selling power 

© 87°, of SELECTION readers read their copies in the 
comfort of their homes. Each advertisement occupies 
a page of its own, and commands maximum attention 
© SELECTION is the only Belgian magazine offering 
4-colour advertisements on any page. 

© A 4-colour advertisement in SELECTION increases 
selling power by 150% to 200%... although the in- 
crease in cost over a black-and-white advertisement is 
less than 30%. Compare cost and result: 4-colour 
advertisements are definitely more profitable. Colour 
gives your message life and warmth, power of sug- 


Sélection also offers : 
A unique merchandising service — ask us about it 


SELECTION du READERS DIGEST 


Advertising Director for European editions: P. G. de Lussigny; London enquiries; 1, Albemarle Street, W.1 
Paris enquiries : 216, Boulevard Saint-Germain, 7¢ ; Brussels enquiries ; 12-A Grand’ Place 
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c -. 
| The Daily Newspapers | 
| aes > SHOR ex 
The und tioned Belgian newspapers are classified as to 


province and city in alphabetical order: 


5 or pies ape Riad 


Limbourg Province 


HASSELT 
Het Belang van Limburg 


Hainaut Province 


CHARLEROI 
Indépendance 
Journal de Charleroi 
La Nouvelle Gazette 
Le Rappel 

tOURNAY 
L’Avenir du Tournaisis 
Le Courrier de I’ Escaut 


Liége Province 

bUPEN 

Grenz-Echo (in German) 
LieGe 

Gazetie de Liége 

La Meuse 

Le Moride du Travail 

La Wallonie 
VERVIERS 

Le Courrier du Soir 

Le Jour 


Namur Province 


NAMUR 
Vers l' Avenir 


Luxembourg Province 


ARLON 
L’ Avenir du Luxembourg 
Les Nouvelles 


tl 


os 
wi 


Brabant Province 


BRUSSELS 

La Cité 

La Derniére Heure 

Le Drapeau Rouge 

De Rode Vaan 

Het Laatste Nieuws 

La Libre Belgique 

La Nation Belge 

De Nieuwe Gids 

Het Nieuws van de Deg and 
Het Vrije Volksblad 

Le Peuple 

Le Soir 

De Standaard—Het Nieuws- 
blad 


Antwerp Province 


ANTWERP 
Gazet van Antwerpen 
Het Handelsblad 
Lloyd Anversois 
Le Matin 
La Métropole 
De Nieuwe Gazet 
Volksgazet 


East Flanders 


GHENT 

La Flandre Libérale 

De Gentenaar & De Land- 
wacht 

Het Volk 


Vooruit 


We will ring the bell for you in Belgium 


PUBLICITE ” VANYPECO su 


Speedy flights to Belgium are possible from London and Manchester. 


Business trips by air to Belgium 


T= Belgian capital, Brussels, 27 countries and 89 cities, as far 
is only i.5 hours flying part as the United States in the 
time from London and Man- west, the Middle East, the 
chester and the services are Belgian Congo in the south and 
such (both to and within the Scandinavia in the north. If one 


is contemplating a business trip 
country) that the business man ig the Continent, Sabena can 
can make his calls with speed offer swift flights from either 
and comfort. London or Manchester in a 

The Belgian Airline, Sabena, variety of aircraft. 

with its headquarters in Brussels, A_ helicopter service links 
has through its 30 years of flying Brussels with Antwerp, Liége, 
experience, created an air net- Maastricht, Rotterdam, Lille, 
work radiating from Brussels to Bonn and Cologne. 


Based on the mutual confidence of client and agency, 
VANYPECO has, in the last seventeen years, risen to 
the highest place in Belgian advertising. 

We specialise in solving the often tough problems facing 
the foreign exporter in our country. Part of our service 
for British accounts is an English executive thoroughly 
versed in the intricacies of this valuable market. 

We handle accounts for some of the leading British and 
European Agencies. 


90, rue Royale, BRUSSELS. Telephone 18.78.00 (5 lines) 
Branch Offices in Antwerp. 


British Accounts served : Armstrong-Siddeley - British 
European Airways - British Travel and Holidays Associa- 
tion - B.S. A. - Dunlop - Dylon - Lyons Tea - Ribena - 
Rotavator - Rover and Land-Rover - Sandeman, etc. 
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This year, visit the 


BRUSSELS 
INTERNATIONAL FAIR 


from 24th April till 9th May 


Next year exhibit there 
from 23rd April till 8th May, 1955 


IT IS IN YOUR INTEREST! 
On an area of 105,000 square metres over 4,000 


exhibitors from 30 countries present the latest 


improvements in modern technique. 


Information from: Belgian Diplomatic and Consular repre- 
sentatwes, Belgian Chambers of Commerce, the National 


Belgian Tourist Office, Sabena, Belgian National Railways. 


LONDON: Belgium House, 167, Regent Street, W.1 
General Management: Palais du Centenaire, Brussels 
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75 per cent of women 
see advertising films 


By MAURICE AUBRY, Genera! 
Manager, Belgique Ciné S.A. 


{ Reward of work | 


A FACT recognised by ad- of the cinema and its locality. equipped for 35 mm. and located 
vertisers is that film The charges range from 160 48 follow 
advertising in Belgium has de- francs per metre for cinemas Agglomération Bruxelloise 120 
veloped very considerably. with attendances of 20-25,000 Brabant Wallon 46 
There are several reasons for Per week, to 20 francs per metre = Brabant Flamand 109 
this expansion. or those in small localities. It Agglomération Anversoise 71 
P has to be mentioned that in the Province d’Anvers . 138 

In the first place there is the Walloon (French language) part Flandre Occidentale . 146 
great popularity of the cinema of the country the films are Agglomération gantoise ... 37 
with the Belgian; 120 million shown in French. A_ Flemish Flandre Orientale .. 138 
tickets are sold every year. This version has to be made for those Limbourg 72 Hard work has brought high 
means that, on average, the rts of the country where that Agglomération Charleroi 86 } iets standards to Belgium. 
Belgian goes about twice a month fin wage is in use. Producers Hainaut... eh in ae The pressure on a confined 

to the cinema. An inquiry has dutributors are, of course, Grand Ligge _.... ss territory of a numerous popu- 
eatablished that 75 per cent of conmnenned to these transcrip- Province de Liége . 109 f lation, the second densest in 
women of all classes and all tions. Luxembourg ‘> a Europe, has bred habits of 
regions have stated that mney go Belgium has 1,450 cinemas Province Namur ... . %6 industry in the people. 
to the cinema, either regularly or - 
occasionally. 


cea go er Posters regulated — but 
against 84 per 1,000 in England). 


can tersecene it’s a hard-selling 


licity ideas and talent are By H. HERMIA., Presiden 
> ,’ t, 
medium heentlendaiteiaes 


strongly represented. 


Package presentation 


B..-. maneey of the — 
(loo eesin is a we . 
sannaied Geowines deewing real UTDOOR _ advertising in 
scenes shot by Belgian special- Belgium is much more 
ists) are in colour. Gevacolor important than it was before = 
is, incidentally, a Belgian pro- 1940. The biggest advance in 
cess with excellent possibilities poster publicity was made in 
especially for the presentation of 1946 both on the main roads 
packaging. and in the towns. Friends 
There is a carefully organised abroad have been surprised to 
method of film distribution in ee what we have achieved in 


Belgium. Moreover, sates ar Belgium in the way of posters 
showing average attendances at Advertisers are A eo and 
each cinema. This statistical Of tecognising the publicity 

value of the poster, and, indeed, 


—> oe Sanne » Rn of publicity generally, without <p bt stress et iny ooesess 
vee and the Union of Which industry could not pro- $ ceeennt 42It ttt 
Advastionen duce, or distribute what it oSaumerssess sons 33 estes ae. 
J , : P uces. ree. - * pees eee eae etre 7 -* pas 
In this way the advertiser is The poster is a publicity * 


able to evaluate the choice of medium no less important than 
cinemas offered him. The cost the press. Everybody has to 
of the campaign on the basis of ss through streets and it is 
the number of viewers covered impossible not to notice posters. . 
can therefore be estimated. oster sites along the roads, as | 
well as general outdoor publicity, ; 
are goed by royal decrees of ; 
Basis charge 1936, amen in 1937 and 1939. ; 
s These forbid painted advertise- | HE FIRST International ialised and technical covering 
The relatively modest cost of ments but authorise poster panels | Technical and _ Industrial ¢ iron and steel industries, the 
this publicity in Belgium can be on walls. With certain exceptions, : Exhibition will be held from metal trades, building and en- 
7 
! 
} 
} 
i 
! 
! 
] 
' 


Technical and Industrial Exhibition 


seen by the fact that it often nels on supports fixed on oF } Sent 1 : gineering, electronics and electro- 
works out in the neighbourhood the ground are forbidden, even nf - os ye ty wn fs technica engineering, the glass 


of 0.01 centimes per metre, for posters. 


oe : industry, ceramics, chemicals, 
rather lene than more, per Many of regulations ee in the paren of mining, quarrying, gas, etc. 
cinema week and per governing outdoor oF publicity have arleroi. This establishment The organisers, the Societe 
viewer. blicity is charged on frequently to be discussed with has been specially constructed Co-operative de Gestion, of 


the basis of the metre-cinema- town and country authorities who 
week, the price per metre de- seek to limit display on esthetic 
pending upon the importance grounds. 


for the easy handling of the Charleroi, have invited United 
heaviest equipment. Kingdom manufacturers of vet 
The exhibition will be highly al equipment to participate 
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Three International “ Oscars ” 
have stressed the value of the 

B + D-technique : the M.A S.A. 
(U.S.A.) plaquette in 1949, 

the Chadwick-Cup B.D.M.A.A 
(London) in 1950 and the D.M.A.A 
(U.S.A.) diploma in 1951, 


The © General Advertising © 
department of B * D handles 
market-surveys, conceives 
campaign-plans, writes copy, 
creates the material, 
contacts the media, 
checks the invoicing, 
watches the competition. 


The “ Direct Mail" 
of B + D supplies mailing-lists, 
prints and circularizes 

attractive shots and folders, 
follows-up retailers and dealers, 
checks campaign-results, 


Leave it to Bodden & Dechy to introduce 
you to the Belgian market and to assure the 
sales-promotion of your products. 
Ask them to do for you, from now on, what 
they have done, for the - 
past 57 years. for so many others. 


» in . 
B* D Advertising is an 
independent agency, 

giving a complete service 
Ask for details. 


... brains 
and service 
at your service. 


65-67, RUE DU LOMBARD. 
BRUSSELS. 

Advertising Consultants PHONE . 12.99.10 (5 lines) 
SOWERS POR SUCCESS-SALES 40 EXTENSIONS. 
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British design competes with 28 
nations at big Brussels Fair 


The annual Brussels International Fair offers an excellent opportunity for British goods to be shown in Belgium—where they 


EB next Brussels Interna- 
tional Fair (the 28th) will 
be open from April 24 till 
May 9. It will take place in 
the Centenaire Palaces and the 
open-air sites adjoining the in- 
stallations surrounding — the 
monumental set of buildings 
built on the Heysel plateau. 
This whole set of palaces and 
open-air spaces stretches over a 
total of 107,500 square metres, 
representing an increase from 
the 105,000 square metres of 
1950. Some 90,000 square metres 
of supervised parking are placed 
at the dapoeel of exhibitors and 
visitors close to the entrances. 


Problems of space 


At the present moment the 
number of exhibitors cannot defi- 
nitely be given, It may be re- 
called, however, that in 1953 
4,047 exhibitors, representing 
many nations, were united with- 
in the recincts of the Brussels 
Fair. This year 28 nations will 
be represented. Nine will 
taking part officially. 

The problem of available 
space for this event of growing 
importance has not yet been 
solved, and as late as March in- 
quiries concerning nearly 6,500 
square metres had not been satis- 
fied These figures represented 


an increase of about 60 per cent, 
compared with previous records. 

Certain innovations have been 
made this year as regards the 
distribution of stands in favour 
of the 30 industrial groups. The 
textile section will occupy a more 
important site than last year. 
The terrace where machines and 
material for contractors are to 
be on show will be entirely occu- 
pied and an extension is being 
provided. 


Special daily paper 


All groups have attained the 
maximum area to which they 
were entitled. Many applica- 
tions for space had to be turned 
down—notably so in the case 
of the “Heating” group, electric 
household apparatus and washing 
machines. However, there is a 
certain “lull” in luxury articles. 

Important projects will go for- 
ward during the course of the 
fair. These will include the pub- 
lication of a daily paper right 
through the duration, the Official 
Bulletin of Information, Le 
Sonneur. Presented in the form 
of an ordinary newspaper, this 
daily will endeavour to follow 
the events of the day as featured 
by the fair and will publish 
numerous articles on the activi- 
ties of the exhibitors as well as 
other information of a practical 
character, 


4 view of the main building at the Brussels International Fair. <A 
special daily newspaper will be published during the course of the 
show which opens in two days’ time. 


will be seen by buyers from many other countries. This year nine nations will be officially represented at the event. 
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This soup set forms part of the pottery section of the British design 
display. 


U.K. craftsmanship on show 


HE COUNCIL of Industrial 

Design is showing a display 
of well-designed British goods 
at this year’s Brussels Inter- 
national Fair. 

This important European event, 
which is open to the public, is 
held in the Centenary Great 
Halls which were built for the 
1935 Wniversal Exhibition. It 
rovides exhibitors with an excel- 
ent opportunity of introducing 
new products and designs in 
Western Europe 

Last year thé fair was visited 
by well over a million people, 
of whom nearly 16,000 came 
from 63 countries outside 
Belgium. 

Many of the Council of Indus- 
trial Design exhibits are to be 
transferred, when the fair ends, 
to showcases in the waiting room 
of the Commercial Department 
of the British Embassy in Brus- 
sels, where they will be displayed 
for a period of about six months 
in order to give visitors an idea 
of the high standard of design 
and craftsmanship to be found 
in British goods to-day. 

Some 30 trade groups are 
represented at this fair and the 
Council's display, which has heen 
selected from Design Review, 


includes the following : 
Cutlery and flatware 


Fine examples of modern 
design in stainless steel, electro- 
plate and silver-plate with handles 
of whangee cane, walnut and 
xylonite. Some of these designs 
include _three-pronged _ forks 
which are now proving popular 
at home and abroad. 


Tovs 


[his section includes accurately 
proportioned model soldiers on 
foot and on horseback, cowboys 
with lassoes and Indians with 
bows and arrows, a mechanical 
car, clockwork and sailing boats 
There is also a_ collector's 
“Costume” doll, and a wooden 
model of an organ grinder and 
his organ which incorporates 4 
musical box. 


Metal tableware 


The display here shows jugs. 
tankards, tea and coffee sets and 
other table accessories, in pewter. 
silver-plate, electroplated nickel 
silver, and stainless steel. The 
designs and shapes chosen are 
all simple and easy to keep clean. 
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So much to Enjoy 
So close at Hand in... 


BELGIUM 


ce NOWHERE on the Continent is there so much 
variety — Belgium has everything ! 


Over 40 miles of glorious sands, cities of art and 
treasure—the scenic wonder of the Ardennes—the finest 
- igi Casinos in the World—facilities for every conceivable 
me /A\\\s sport. Holidays to suit every taste and pocket and from 

TM any point, sea, city or mountains are within easy reach. 
Add to this the excellence of Belgian Cuisine and you 
have almost on your doorstep the finest Continental 
holidays obtainable. 


SPECIAL REDUCTIONS provide as much as one 
day FREE in seven to those who take their holidays 
up to the 15th June or from 1st September onwards. 


MOTORISTS. Because of a special all season conces- 


= = 2 G JF sion (saving approximately 1s. 4d. per gallon) petrol is 
ot ik cheaper than anywhere else on the Continent. 


FOR INCLUSIVE HOLIDAYS SEE YOUR TRAVEL AGENT 
FOR INFORMATION: BELGIUM HOUSE, 167 REGENT STREET, W.1 
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Advertiser's Announcement. 


The Position of 


HET LAATSTE NIEUWS 


IN THE BELGIAN PRESS 


HET LAATSTE NIEUWS, published in Brussels, 
is one of the foremost Belgian newspapers and the 
Flemish paper with the largest circulation. It is read 
throughout all Flemish districts as well as Brussels 
and by all classes of the population. 


It was founded in 1888 by the late Julius Hoste. The 
great authority which Het Laatste Nieuws enjoys in 
Belgium is based largely on its independence and adop- 
tion of C. P. Scott’s motto: Facts are sacred, comment 
is free. Its policy of freedom is that inscribed in the 
Belgian Constitution, and with its belief in mutual co- 
operation and understanding between the Flemish and 
the Walloons, it is considered a trustworthy guide to 
public opinion. 


Het Laatste Nieuws attaches great importance to 
economical and financial news which it gives in great 
detail. The editorial offices in Brussels, Antwerp, Ghent, 
Bruges and Hasselt, and an extensive network of local 
correspondents ensure an efficient national news cover- 
age. The paper has correspondents also in London, 
Paris, New York, Ottawa, Berlin, Bonn, Copenhagen, 
Vienna, Rome, The Hague, Amsterdam, Melbourne and 
Manila. In addition it takes the services of Reuters, 
Associated Press, United Press, France Presse, and 
Belga Agency. In this way, Het Laatste Nieuws is in 
a position to publish international news without delay 
and with appropriate commentaries. 


Important international series of articles, such as the 
memoirs of Winston Churchill and of General Eisen- 
hower, were published exclusively by Het Laatste 
Nieuws. The paper also contains regular features 
devoted to economic and social matters, colonial prob- 
lems, literature, art and music. 


Het Laatste Nieuws is the only newspaper in Belgium 
to publish since 1924 controlied, audited daily average 
circulation figures. For 1953 the daily average net 


The number of families in Flanders being 1,376,993, 
Het Laatste Nieuws is read therefore by one family in 
four. 


The advertising services of Het Laatste Nieuws are 
fully acquainted with the Belgian market and its pecu- 
liarities, as well as with the preparation of advertise- 
ments. The lay-out of advertisements, and the drawing 
up of classifieds has been specially studied in order 
to attract the reader's attention. These services have 


been appreciated by advertisers who reserve part of 


their advertising appropriation for Het Laatste Nieuws. 


| ‘ “The sources of Belgian imports | 
| 
(B.Frs. million) 
| 1950 | 19s! | 1952 
U.S.A (15,306 | 20,475 | 18,070 
Nether- 
lands 9,763 | 13,901 | 16,216 
wa | 7,866 | 11,217 | 13,289 
France 11,098 | 13,090) 12,451 
9.400 10,605 | 10,050 
Conse 7.334 | 10,015 | 9,788 
All other 
countries) 36,736 | 47,899 43,159 
Total ..| 97,503 ‘177.202 123,023 f 
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* A COMPETITIVE | 
‘ 


MARKE T-—<continued 


difficulty of obtaining at com- 
petitive prices in other zones 
supplies to . “‘_ alloca- 
tions under ¢ International 
Wheat Agreement; partly by the 
need for essential raw materials 
which cannot be bought else 
where, and which are processed 
for re-export to non-dollar mar- 
kets; but also by the availability 
in the dollar zone of goods in 


| required quantities, attractively 


presented and priced. 
The British chance 


U.K. manufacturers to produce 


market, a challenge which 
German manufacturers are now 
free to take up. Britain can 
offer a wide range of desirable 
roducts, among them, for 
the newest of 
aircraft in which ritish 
supremacy is for the moment 
unchallenged and which, being 
expensive — afford promis- | 
ing possibilities. 
Such alternative sources of 
supply might well help to case 


Belgium is, 
particularly sensitive to condi- 


on the one hand, 


the 
+ reach 
A sare constructed by 
une Gheddeyt dame tate eatton 
at mid-1953. 


competitive { 
prices in the Belgian open; 


existing strains all round, for] 


tions across the Atlantic and, on 
the other, has tended over recent 
years to be weaker when the rest 


of Western Europe and sterling 


lion tons. 


The Anglo-lranian refinery at 
Antwerp. 


rere oe oe 


were stronger and strong when 
they were weak. 


) : 
The nations to which Belgium sells 
(B.Frs. million) 
| 1980 j 1951 ) 1952 
lands| 18,500 | 23,778 | 18,745 
U.K. ..| 6,454 | 13,305 | 13/588 
, W. Ger- 
many) 5,617 8,034 | 11,719 
U.S.A. ..| 6976 | 10,499 | 9.213 
France ..| 7,709 | 12,132 | 9,096 
) Belgian , 
Congo) 3,057 | 5,263 | 7,065 
All other 4 
countries 34,258 | 99,557 | 53,124f 
} Total ../ 82,571 | 132,568 | 122,530 
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THE NATIONAL PAPER OF BELGIUM 


CIRCULATION : 
301.590 dail 
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4 A-MOST ATTRACTIVE 
ILLUSTRATED WEEKLY 
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“SPECIAL ISSUE OF LE SOIR 
FOR THE BELGIAN CONGO 


“FOR RATES AND INFORMATIONS, APPLY TO 
THE BRITISH AGENCIES OR TO THE 
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IF YOU CONSIDER 
ADVERTISING ON THE 


BELGIAN SCREENS 


BELGIQUE CINE 


WILL DO THEIR BEST 
TO HELP YOU IN 
THIS RESPECT 


were 
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BELGIQUE CINE 


64 RUE DE LA LIMITE 
BRUSSELS 


TEL 17.12.18 - 18.39.74 


ae ee ee Peer Me Te ae nt, Cos 


U.K. REPRESENTATIVE: 
SCREEN AUDIENCES LTD., 
3 DEANERY STREET, PARK LANE, W.1 
TEL. GROSVENOR 8561 
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* ENTERING THE 
MARKE T—<ontd. 


For large car manufacturers 
these should be minor problems 
easy to solve. In any case they 
should not be allowed to hinder 
sales in this country. 

But this is not the whole of 
the trouble. 

Talk to the distributors and 
they will all say the same: Not 
enough advertising. If you look 
at our national dailies you will 
see how little advertising is be- 
ing done for British cars in com- 
parison with other foreign 
makes. 


The radio field 


It does seem illogical to spend 
large appropriations in the 
United States where more cars 
are made than anywhere else 
and to spend insignificant sums 
in Belgium where there is no 
motor-car industry. 

In the radio field chances have 
also been lost. The market is 
flooded with American, Dutch 
and German radios. Each brand 
is advertised repeatedly in well 
— campaigns. Only one 

ritish company holds a small 
lace in the market and they 
ardly ever advertise, preferring 
to sell on the strength of world- 
wide reputation. 

A pro-British distributor told 
me this story. 

He made inquiries with an 
English manufacturer, A set was 
despatched and after examin- 
ation he asked for a_ slight 
modification. The British com- 
pany replied that their set had 
always been made that way and 
there could be no question «of 
making changes. Similar in- 
quiries were made in Germany 
and the same modifications re- 
quested. Some days later a set 
arrived with the modifications 
already made. Naturally, the 
British article was turned down. 

This year Belgium started her 
own television service. Although 
it is still in its early stages the 
people, quick to appreciate some- 
thing new, are already becoming 
TV conscious. 

Months before the first pro- 
me was put out, American, 

tch and German sets were 
being shown in the shops and 
advertised in the press. Britain 
is greatly advanced and ex- 
perienced in TV technique yet 
we have not seen any sign of 
life from her in this domain. 

There are between 20 and 30 
different brands of tea to be 
found in our shops. -Not one 
brand is being advertised suffi- 
ciently to dominate this market 
where tea drinking is becoming 
increasingly popular. Dutch ex- 
porters, through Benelux and 
small advertising campaigns, are 
gaining ground but Britain, who 


through her army of liberation 
and her tourists started the “four 
o'clock habit” 
effort 


here, makes no 
to push her excellent 


brands of tea at this opportune 
moment. 

British textiles have set a stan- 
dard throughout the world. So 
strong is this influence that other 
countries use English or Scotch 
names to influence buyers. Alas, 
they even untruthfully stamp 
their cloth “made in England.” 

Belgians, knowing that they 
can rely on British material 
prefer British textiles to any 
other. Except for one or two 
enterprising companies who are 
doing good individual jobs, no 
effort is being made to urge Bel- 
gians to buy genuine British 
cloth. Germany, Italy; Switzer- 
land and others 


which was at one time almost 
exclusively British. 

There was once (in Britain) 
an extensive “Buy British” 
campaign. What better mo- 
ment for British textiles to 
start a similar campaign in 
Belgium when prestige is still 
high, when foreign textile 
manufacturers are not fully 
equipped to oppose them? 
Surely this is the time to put 
heads together, to produce a 
distinguishing symbol—a safe- 
guard against imitation, and to 
inform Belgians and other 
nationalities for that matter, 
that there is no substitute for 
British cloth. 


A testing ground 


British exporters must start to 
look at Belgium as something 
more than a small patch on the 
map of Europe. It is more than 
that; it is a country with much 
money to spend—a testing 
ground for the rest of the 
Continent. 

Less chauvinist than any other 
European country, it is suscep- 
tible to almost any foreign 
product of quality, of value for 
money—a fact which is an enor- 
mous handicap to its own pro- 
duction. 

For the British exporter who is 

repared to work this market 
rom A to Z, who is determined 
to fight competition tooth and 
nail, who will appropriate suffi- 
cient money to dominate or at 
least equal competitive advertis- 
ing, there is a full harvest to be 
reaped. Some British branded 
products—beers, fancy textiles, 
shoes and travelling cases for 
example—have already done 
excellent work in Belgium and 
are evidence of what good mar- 
keting and advertising policy 
can do. 


More good efforts 


Let us see more good in- 
dividual or collective efforts. 
Show us your goods on our 
hoardings, in our newspapers. 
Give us properly organised all- 
British exhibitions. Make 
yourselves seen and heard at 
our Fairs. 

Come into Belgium in con- 
fidence—but come equipped for 
attack. 


=: y — 7 — 
ay ee . ae 
;. OO eeeeee—SSC‘is xvi a 
r 
: » 
5b) 
ae . g 
5 ; \e 
m | 
= ; mee 
nN: | 
a | 
es ‘ | steady progress in this market 
en | 
Bee 
an 
Epi 
eee igi 
ia ; 
~£ 
sae 
> 
w ; 
he ; 
. 
5 j 
o% fo 
i! 4 
Ba) 7 
a 
| ' 
ee | 
| | 
ee 
; (eo) | 
‘ ra ; 
| | 
m lis | 
| 
; re fj ae ee, a: a ae | — ne = ae Mig ae Ee co. ° ae ei 


Aran 22, 1954 


Public Relations 


Weekly journal service 
for local councils 


Flow the leader column of a 


weekly journal can help local 
make policies clear to the public has been to 
° _—— en kms ye 


S THERE a full and free 
flow of news from local 
councils in your area? Are 
your staff informed on ques- 
tions coming before them? 

Those two questions were put 
at the top of a letter which D. I. 
Harrison, editor of the Munici 
Journal, lately sent to a num 
of provincial newspaper editors. 
The letter continued : 

“The Municipal Journal, recog- 
nised as the leading local govern- 
ment weekly, can be used to 
improve your liaison arrange- 
ments with council members and 
officials. In Bristol, committee 
chairmen and chief officers meet 
reporters regularly to discuss the 
local angle on questions raised 
by Municipal Journal \eaders. 


Background material 


“All our leaders are up-to-the- 
minute, authoritative and 
thorough. They give all the 
necessary background material 
on current local government 
topics. Your reporters would 
find them of undoubted value.” 

As a leader in the journal has 
observed, too often the outcome 
of a telephone conversation 
between a council officer and a 
local newspaper reporter is “a 
feeling on the one side that com- 
prehension is lacking and on the 
other that the fellow won't speak 
plainly. The truth is that local 
government law and administra- 
tion are far from simple and that 
it is often difficult for one who 
knows them to make them clear 
to one who does not.” 

This public relations service is 
of all round value and the 
Municipal Journal would find 
many to agree with its conclud- 


might well find that they could 


help in _ interpreting current 

questions.” 

a | ate Pe ke 7 

Showing the hose 
The rtunity to i 


upon the journalistic that 
te the advent of the hand 
ay tie and the new-style 
the Scottish ties and the 
Scottish socks are as full of life 
and bloom as ever was recent! 
taken by Munrospun Limi 
Hearing that John Gordon of 
the Express and 40 editors 
were touring Scotland the com- 
pany invi them to visit the 
pore factory and see the 


Ties from the Munrospun factory 
were offered the editors. 


“_ 


Tot getters 


John Gordon, — a party of 40 editors, is shown Scottish clan hose 
ps by managing director R. L. Munro. 


ADVERTISER'S WEEKLY 


A free 


advertising site 
just where she 
enters the shop 


ADVERTISING RUBBER MATS 


Advertising Managers with a sales problem on their 
mind would do well to consider these last minute re- 
minders at ‘point-of-sale’. Redfern Advertising Rubber 
Mats are welcomed by shopkeepers as part of the 
furnishing of the premises. They can carry your 
slogan, trade name or mark in any variety of colours; 
they wear so well that they will always be left on dis- 
play ; and the site is a free and permanent one—gladly 
given by the retailer. 


DOOR MATS - FLOOR MATS 
COIN MATS - DARTS MATS 
BOWLS MATS 


Write for folder ‘Are you 
using these F REF advertis- 
ing sites yet?’ It gives com- 
plete details and examples 
in colour of these perm- 
anent ‘point-of-sale’ re- 
minders Perhaps they 
could heip to solve 
your sales problem. 


wee Ps! 


ReEeorennun’s Rgeuseeseen 
NATIONAL ADVERTISERS’ 
T.P.9t8 


timivres 
HYOE - GHESHinE 
Arthur Upton Service 
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Packaging Survey 


Simplified retailing of 


garage accessories 


New packages 
possible the easier 


JOINTING compound, 

Wellseal, is now being 
supplied by Wellworthy Ltd., 
of Lymington, in one-ounce 
tubes which have been attrac- 
tively designed. For the 
retailer an outer has also been 
manufactured to facilitate and 
stimulate sales, 

Each tube contains sufficient 
compound for several small joir.ts 
and Wellworthy have found that 
this form of package is not only 
a clean and economical way of 
dispensing their product but also 
the most convenient way of using 
it. A two-ounce tube will also 
be available soon. 

This product was the outcome 
of long and intensive investiga- 
tion in the Rolls-Royce research 
laboratories to discover a com- 
pound which would effectively 
seal all the joints in an engine 
which are subject to oil and 
petrol leaks. 

Apart from being used direct 
from the tube it can also be 
applied with a brush, and after 
application becomes entirely in- 

soluble in petrol, paraflin, diesel 
ond lubricating oils, and is un- 
affected by water. It will not 
flake, powder or dissolve but 
dries in the form of an elastic 
film which never becomes hard or 
brittle. 

This firm is also marketing 
their piston rings in a new form. 
These rings can now be supplied 


our PACKAGING CORRESPONDENT make 


ing of a jointing compound and piston ring sets. 


Also included in this review is an attractively 


designed biscuit tin, a cheese snack 


one-cup coffee drink unit. 


in the form of piston ring sets. 
In each case one carton contains 
the correct matched set of piston 
rings for one piston. This has 
been found to be a much more 
convenient method of storing 
such rings and _ eliminating 
breakages. The rings are packed 
in individual bags with each bag 
carrying clear fitting instructions. 
* * * 

A TEMPTING cheese  snac 
clearly priced, fully visible ~ 
with a famous brand name 
behind it, has recently appeared 
on the smack bar counter. 
Packed in a heat-sealed bag of 
“Cellophane” cellulose film, it 
consists of seven crisp biscuits 
and a foil-wrapped portion of 
cheese. The whole is being re- 
tailed at 6d. by Meredith and 
Drew Ltd. 

The pack is printed with brand 
name and other details in a broad 
band of blue see white at the 
top, balanced by further printing 
at the foot of the bag. The 
contents remain visible through 
the transparent film, however, 
and the makers have packed this 
subsidiary line to give an im- 
mediate impression of good value 
and freshness. 

Another product from Mere- 
dith and Drew, “Grax” salted 
biscuits, has been given a new 
package. From Popper and 


Piston rings, conveniently packed, can now be suppiied by Well- 
worthy Ltd, in matched sets. The rings are placed in separate bags 


each with fitting instructions. 


Sidney-Barton Ltd. are the agents. 


pack and a 


A_ jointing com- 
pound and piston 
rings have been 
attractively pack- 
aged by Well- 
worthy Ltd. 


Company, carton manufacturers, 
the container carries realistic pic- 
tures of the biscuits and the 
brand name “Grax” is printed 
boldly on five sides. 

Popper and Company, who 
have specialised in biscuit pack- 
aging, have drawn attention to 
the rise in popularity of the 
chocolate coated cream or marsh- 
mallow filled biscuit—a _ cross 
between a bakery product and 
a confection. Strong advertising 
combined with smart packing has 
created an ever increasin 
demand, Lately, these foi 
wrapped biscuits have been 
offered in cartons containing 
units of six and the “eye appeal” 
of their designs have still further 
tempted the public and increased 
sales have resulted. 

* * BS 

ALTHOUGH THE pre-packaging of 
biscuits is a fast developing side 
of the biscuit industry the tin, 
it seems, will long be with us one 
way or another—and particularly 
for special occasions and the 
export trade. Take the case of 
the “English Roses” biscuit tin 
which markets the products from 
Carr's of Carlisle. 

This was designed by J. 
Edward Sander and the first con- 
signment was bought up as soon 
as it came on to the market. 
Because of its attractive appear- 
ance this tin will remain in the 
bomes of those who bought the 


The desien of this 
biscuit tin helped 
to sell the product 
very quickly. 
Moreover, as a 
container, the tin 
will doubtless re- 
main long in use 
in the home far 
past the time when 
the original con- 
tents have been 
eaten. 
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biscuits—or who had a tin given 
them—well past the time the 
biscuits have gone. 

Alternative sketch designs were 
submitted by Sander in the first 
instance. Convinced that a real- 
= mag would be the 

rom a sales aid point of 
J he suggested that the finally 
accepted design should be carried 
through in colour grey og / 

The posy of roses for the lid 


@ Continued on page 168 


Seven biscuits and a portion of 
foil wrapped cheese are within. 
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our work is good. We have a fine reputation 
and display. A word on the telephone is your 


Some people shut up like a clam when something new 

and original is suggested. Take display for instance—every day for over 30 years 
we have created new ideas to sell products of infinite variety. The public 

respond to a new approach—an unusual presentation. It is our job to attract 
attention to your product, to punch hard and often at the point of sale. And 
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for first-class screen-printing 
first step to better display. 


Priestleys 


Telephones: Gloucester 22281-4- London TRA 4277-8 - Manchester BLA 3851 + Birmingham CEN 1941 « Cardiff 31217 


* 


TEST IT 


IPSWICH 


—others do 


East Anglian Daily Times 
Ipswich Evening Star 
Suffolk Chronicle & Mercury 

Felixstowe Times 


CARR STREET 107 FLEET ST. 
IPSWICH LONDON, E.CA 
Tel. 3764 Tel. CEN 4899 


Branches: Chelmsford’ Colebester * Beccles * Bury St. Edmunds 
Felixstowe * Harwich * Lowestoft * Stowmarket’* Sudbury 


* 


The Dancing Public 

are the largest 

and most discriminating 
buyers of 

Beauty Aids 

Hairdressing Preparations 
and Cosmetics 


THERE ARE 200,000,000 
DANCE ATTENDANCES 
PER ANNUM IN 
GREAT BRITAIN 


DANCE NEWS 


The World’s Largest Dance Newspaper 


Advertisement Manager — L. HALL 
Telephones — WATERLOO 3766 -7-8 
76, SOUTHWARK STREET, LONDON, S.E.! 
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For handling and shippi 50 
of the small packs are held in a 
flat cardboard carton which is 
over-wrapped in moisture-proof 
cellulose film for further protec- 
tion. This outer (the fold-back 
lid of which includes a cut-out 
figure) is colourfully printed and, 
together with its transparent 
film-wrapped contents, makes an 
effective display-unit for the con- 
fectionery counter. 


* * te 
IN INTRODUCING what is believed 
to be the first 4-colour film wrap 


Apait 22, 1954 


iophane 
was designed and Printed in 
4-colour gravure by Transparent 
Paper Limited, Bers. ri 
co 

THe OnE-cup packs for Chico, 
the Lyons coffee drink, derive 
from Metalam, a heat sealable 
lamination of foil and transparent 
film. This mai has been 
devised by Brown Bibby & 
Gregory Ltd., colour printers and 
packaging specialists, for the unit 


: 
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packaging of moisture sensitive 
: rd quick — So e paw eel rg "4 ? was 
is country, rops Limi supplied on to yons 
Gorton "ete made up by a The use of transparent film to have given an excellent impres- organisation who used Forgrove 
: ted six > a on ani = wrap coloured 3 * sion of quality and freshness to Transwrap automatic machines to 
ahs ite nena ALL h or heightens the sales ap of their Gold Label products. form, fill and seal the packa 
ERY aiel dare Pay mg 7 yas =the product. Below: One-cup Freshness is a factor of particu | The design on the pack 
aa Lid. out by | os Pifty-One packs for the Lyons coffee dri lar importance in marketing. been carried out in gerine, 
x Tid, and the tin was printed by protect the contents from damage ‘The red and blue lettering of black and cream. The photo- 
he * . Company. by moisture. the wrap es a Gun, Sep ~— i = on the reverse 
x CHEW iffer- crispness white - oO facing, sandwiched 
i om. at ty a en Dp gy al ground panels which contrast between the film and foil. 
x colours, 
* 


An impression of 
quality and fresh- 
ness is given to 
the Gold Label 
brand of quick 
frozen foods by 
the use of a four- 


paper wraps and printed labels 
more usual for chewing gum 
ucts, 


The wrap, “Cellophane” cellu- 
lose film, ‘moisture peeed type, is 
- colour film wrap. 


in red and yellow 

design and pink and green colours are fully Gold printing on 
maker's name. It is heat-sealed visible. Presented in this way, the label gives 
to give a neat unit of four the line has proved ex point to the brand 
tablets whose yellow, mauve, popular in overseas markets. name. 
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180 Fleet Street. London, 
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FOR POINT OF SALE UNITS 


and 


SILK-SCREEN PRINTING 


that 


TELLS WELL 


and 


SELLS WELL 


why not eae 


88 ACRE LANE - LONDON ~- SW2 


BRIixton 7871/4 
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Press ads in window show 


T= of a recent display in the British Thomson-Houston 
window at Crown House, Aldwych, was one used in current 
Mazda press advertising: “Almost every important lighting 
development in the last 50 years owes something to BTH.” 


The story of each lamp was 
told with illustrations on num- 
bered boards, and the question 
“Which lamp goes with which 
story?” was answered by num- 
bers, one below each lamp, that 
lit up at intervals. 

Lamps used in tanks and for 
flashlight photography were also 


shown and in both cases the 
illustration was the one used in 
half-page advertisements’ in 
national daily papers. 

Display boards were framed in 
red, blue, green, yellow and 
purple. The contractors were 
Window Dressing Services Ltd. 
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HE VARIED contributions made to the printing industry by 

Vickers-Armstrongs Ltd. and their associates, George Mann & 
Company, are shown together for the first time in a window display 
at Vickers House, London, S.W.A. The products illustrated include 
ink mills and Gatling guns, a range of offset-lithographic and letter- 
press machinery, the Scott-Vickers newspaper press and, for the 
ancillary processes of the industry, a range of wire stitchers for 
printers and box-makers. George Mann & Company, of Leeds and 
London, was founded over 70 years ago. In 1908 the company 
patented a lithographic offset printing machine and later, designed 
the first successful rotary offset machine, which printed in two colours 
at one operation. For the past 40 years the company has had a 
world reputation with its “Fast three’ and “Fast five’ ranges of 
machines, and speeds have risen as high as 6,500 impressions per hour. 
On display are illustrations of the “Mann minor’ and “Fast five’ 


machines, with examples of their quality reproductions and varied 
commercial work. 
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only a THIRD more 


This is the buyers’ paper, since 1859 the dominant force in the bulk 

selling of housewares, building goods, tools, metals, workshop 

equipment. Our Subscription Register, strictly “trade only,” is the 

“Who’s Who” of the big buyers. The best introduction to this 
magnificent market is through our pages. 


Specimen copy, circulation detail, rate card and mechanical data from: — 


THE IRONMONGER 28 ESSEX ST., STRAND, LONDON, W.C.2 
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co Review of Advertising Films 
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How to boost production and 


cut the accident rate 


By PAUL NUGAT 


NATIONAL _ Film 

Board of Canada is not 

afraid to laugh at human 

weakness. They go further. 

They hold it up to ridicule and 

defy you not to laugh at your- 
selves. 

For some time now, they 
have been making a series en- 
titled “Accidents Don’t Happen.” 
The latest one, “You Too Can 
Sell Safety,” looks at the prob- 
lems of organising safety in the 
factory through the eyes of a 
safety supervisor, whose memos 
are red by his management. 
We meet this unhappy man 
in the care of a first-aid nurse, 
busy swathing his head in ban- 

Victim of a_ typical 


New manager and safety super- 
visor make a conducted tour of 
the works, in which chaotic 
layout is mixed with labour 
apathy. “No Smoking” regula- 
tions are defied by a_ witless 
worker taking a “drag” at a 
fag and oy oy glowin 
stump into the k pocket o' 
his overall. Finally, we reach 
those area stairs, where the door 
is flush with the first step—the 
scene of the supervisor's fall. 
The 11-minute running time 
could not be more pointed, in- 
structive, or laugh-raising. 
Funds are clearly not unlimited 
with the National Film Board of 
Canada and in their colour car- 
toon “A Man With a Plan,” the 
crudity of the drawings seems to 


However, Canada advances by 
her appointment 
organisers to visit factories and 
present the case. 


In “Everybody's Handicapped” 


an 18-minute _film-—Canada 
shows that she is as concerned 
as any country in finding gainful 
employment for the physically 
sa my 

The film begins with a home 
truth that few people stop to 
think about. Namely, that every- 
body is handicapped . . . is both 
incapable and unsuited for a long 
list of jobs. The placement 
officer, assigned to the task of 
finding work for the maimed 
and the limbless, is the first man 
who has to be convinced through 


<= — 
ae 


of full-time 


re 


By 


Arthur Askey is seen as a fairy 
queen in the latest Rufflette tape 
film “Ring Up The Curtain.” 


officer as the super-salesman he 
is, convincing decent but reluc- 
tant employers to give handi- 
capped workers a chance. 
This film will do the Ministry 
of Pensions a power of good. 
Bs * * 


FINE example of the correct 

use of the two-minute film 

and the filmlet is demonstrated 
by Theatre Publicity Ltd.'s two 
items for Wolf Electric Tools. 
“Profitable takes 
cognisance of the enormous 
popularity of amateur home 


: x his own observations that those repairs. Repairs are usually exe- 
4 ustrial hazard and of mana- be emphasised by a wordy com- who are handicapped compen- cuted with a considerable loss 
% gerial indifference, he is on the mentary, reminding one of film- sate for their physical limitations of time and energy, but with the 
Pe: point of resigning, when a new — rather than film. by greater efficiency, less absen- Wolf kit of tools, which can be 
oe manager takes one look at the The subject will be familiar to _teeism, and a lower accident rate. added to and fitted together for 
aoe accident rate and puts in a_ British audiences; the promotion Thereafter, in some very good a wide range of tasks, electricity 
* : wholeaale order for wreaths. of joint production committees. sequences we see the placement is made to supply the elbow- 
£ 
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* Tests prove that screen 
i" y, advertising captures the 
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3 ‘ ( BY, attention of 95% of all viewers 

* 

Be PRESBURYS Service includes the 

. production and display of Solus and 
< Semi-Solus Films (no restriction 

* on length or number of visuals and 
Es mentions of your product) 

is and of the shorter Filmlet in cinemas 
BS all over Britain 

ie **e* ee *e ee +e ee ee 
: PRESBURYS 


for preference 


Member of the Screen Advertising Association and of the Association of Specialised Film Producers 
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*REVIEW OF 
AD FILMS -continued 


grease. Demonstrations of what 
can be undertaken are con- 
vincingly shown. The filmlet 
serves the joint purpose of 
being a dealer-aid and public 
reminder. 

* a * 
HOMAS French & Sons Ltd. 
have got an outright winner 

with “Ring Up The Curtain,” 
Starring Arthur Askey. The 
little man in the toils of curtain 
hanging is a real “card.” It has 
its sane close-up moment, when 
the public is shown how simple 
it is to use “Rufflette” tape, how 
gracefully curtains glide along 
their rollers. This is another 
Theatre Publicity film and one 
of their best efforts. 

* * a 
HE SCHOLL Manufacturing 
Co. are the inventors of a 

new bandaging technique which, 
one suspects, is likely to revolu- 
tionise current medical practice. 

In “Tube Gauze,” running 
tume 12 minutes, the Gaumont 
Specialised Film Unit present a 
complete picture of how tubular 
gauze fitted over a range of 
cylindrical rings is used to dress 
any part of the anatomy. Thick 
or thin, firm or loose bandaging, 
present no difficulties and above 
all, the technique is faster and 
neater than current methods. 

+ * * 
NVESTED with strong selling 
angles, “Tapered Roller Bear- 

ings in Rolling Mills” begins by 
pes ayy ee vital role of tapered 
roller rings by taking the 
audience round several indus- 
trial establishments where steel 
is either the end product or is 
yay | to produce the end pro- 
duct through the action of the 
rolling mills. 

Thus, before the audience gets 
its first sight of a tapered bear- 
ing, it has been informed about 
its application. The following 
sequences show what a hi 
precision engineering feat a 


tapered bearing is—precision is 


The use of Wolf electric tools is 
demonstrated effectively in a 
two - minute m “Profitable 
Pleasure” by Theatre Publicity 
Ltd. In the opinion of Paul 
Nugat this uction (a scene 


from which is here given) is a 
fine oe of the correct use 
of the short advertising film. 


organisation by Technical and 
Scientific Films Led. She is here 
seen at a recent 


the word most emphasised in the 
commentary. The ground and 
polished tapered Tending is 
shown by the camera to have 
most graceful lines 

A French and German version 
of the film (running time 30 
minutes) has been prepared. The 
roducers were Aims of Industry 
ilm Productions. 


* * 4 
TAUT and __ information- 
packed film, “Agricultural 


Co-operation in Europe,” which 
has been produced by World 
Wide Pictures for the Mutual 
Security Agency, by visual 
example preaches the economic 
advantages of co-operative farm- 
ing and husbandry. 

The camera has roamed 
through Scandinavia in particu- | 
lar and through the rest of | 
Europe for its material examples. | 
It is paradoxical that Europe has 


drawn its inspiration for co- 
operative enterprise from the 
Rochdale pioneers and the 


British co-operative movement 
for these have played an insig- 
nificant role in British agricul- 
ture. By promoting the distribu- 
tion of this film through 
branches of the National Far- 
mers’ Union, the small farmer 
should be able to see from the 
examples of wine growing in 
France, fruit packing in Italy, 
and bacon factories in tamed 
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TIBBENHAM PUBLICITY LTD. 


Incorporated Practitioners in Advertising 


74 HIGH HOLBORN, LONDON, W.C.! 
Telephone 


. 
‘ 


OLborn 8074 (3 lines) 


Associated Companies at Norwich and Ipswich 


etc., what can be achieved for 
his own and the commmunity’s | 
benefit. 


richest and most fruitful in the country. 


HOME COUNTIES 
NEWSPAPERS GROUP 


= 45/. 2 


129,729 


Represented in London by 
WILL KITCHEN, jr., LTD. 
131 Fleet Screet, E.C.4 Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manager Claude W. Glider 


v * ; 


‘Miller-Kent’ 
INTERNALLY 


LIGHTED FLOWERS 


Beautiful and in perfect taste. 
Groups in Vases, Flower Pic 
tures, Sales Display Units. 
Absolutely practical, fully 
guaranteed. 
See examples at Showrooms 
53 Wilton Place, Knightsbridge, $.W.! 
SLO 7865 


Patertes Producer Aj. MILLER, Martlip, Rene 
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Swiss market demands 


first-class packaging 


Packages, catalogues, price lists and sales letters must all be of 
the best quality if success is to be achieved in the prosperous and 
highly competitive market of Switzerland. 


HERE ARE 4.5 million 
people in Switzerland. 
One million live in the five 
largest towns—-Ziirich, Basle, 
Berne, Geneva and Lausanne. 
The majority (71 per cent) 
speak Swiss-German dialect 
(in preference to German), as 
their mother tongue, although 
they correspond in German. 
About 22 per cent speak 
French and seven per cent 
Italian. 

This small pulation repre- 
sents a wolanble mackel for the 
United Kingdom manufacturer. 
As a recent Board of Trade re- 
ee points out, “The Swiss work 

rd, earn well and spend wisely 
but not ostentatiously. This is 
a highly-selective, quality market 
well worth winning for reasons 
of prestige as well as profit.” 


Well filled windows 


The shop windows of Switzer- 
land ait at “the crossroads of 


Europe and are filled with the 
goods of many countries, Articles 
which win favour there will do 
80, at least from the viewpoint of 
quality and sales-appeal, in other 
oversea markets. But, because 
conditions are particularly com- 
petitive, articles which sell else- 
where will not always do so in 
Switzerland, 

First-class pecking, presenta- 
tion, and finish may in Switzer- 
land mean the difference between 
success and failure, especially 
for goods new to the market. 
The system of self-service stores 
is spreading. The Swiss house- 
wife automatically reaches for 
the package which catches the 
eye and which has a wrapping in 
her own language, giving 
measurements in the metric terms 
to which she is accustomed. 

The Swiss buyer prefers to 
read brochures and catalogues 
written in German or French. 
Germany and the United 

States are the keenest competi- 
tors of the United Kingdom. 
American consumer goods are 
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commonly held to set the highest 
standards of novelty and finish 
although German goods are the 
most carefully adapted to Swiss 
tastes. The Swiss are also them- 
selves distinguished in the field 
of good presentation. 


It is important that catalogues 
sent to Switzerland by U.K 
firms should be of high quality. 
According to the Commercial 
Secretariat, British Embassy, 
Berne, much business is lost be- 
cause agents are put off by a 
shoddy catalogue. 


In Switzerland a good busi- 
ness man often pays meticu- 
lous attention even to the style 
of his envelopes. It is also 
important that  price-lists 
should be set out in a business- 
like way. Poorly reproduced 


price-lists with a slip attached 
stating baidly, without explana- 
cent” are not 
If revision is 


tion, “add 15 
well received. 
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SWITZERLAND 


Avoid inconvenience 


The importance of supplying 
adequate instructions for use can- 
not be over-emphasised. When 
Swiss customers complain of 
U.K. goods the reasons can often 
be attributed to incorrect use 
rather than to poor quality. 


A section of the 
new Migros self- 
service store which 
is claimed to be the 
largest of its kind 
in Europe. Serve- 
yourself retailing is 
spreading fast and 
articles for the 
Swiss market must 
pay attention to 
eye-appeal factors. 


consistently to buy the best. 


WHO ARE YOUR CUSTOMERS 


SWITZERLAND? 


Despite the high level of education and the prosperity of all classes in Switzerland there is, as 
in other countries, a top layer of wealthy and discriminating people who alone can afford 
These are the people who set the standard to which the others 
strive to conform; they are the directors of important businesses, top civil servants and local 
government officials, successful lawyers, doctors, architects and other professional men—in fact they 
are the intellectual leaders of the country. 


These men—-and their wives, sons and daughters—make up a high proportion of the readers of 
the Neue Ziircher Zeitung. Convince them through the advertising columns of their favourite 


newspaper, and you will have taken the first long stride towards establishing your product in the 
prosperous Swiss market. 


Neue Ziircher Zeitung 


Exclusively represented in the United Kingdom by 


JOSHUA B. POWERS LTD., 14 Cockspur Street, London, S.W.| 


Telephone : WHitehal! 3366 
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—continued 


The vegetable and 
fresh fruit section 
of the new Migros 
self service store. 


An example of how unneces- 
Sary inconvenience and extra costs 
may be incurred has been given 
by a Swiss importer of a British- 
made toothbrush packaged in an 
attractive celluloid, sealed tube. 
An important warning—that the 
brush should not be dipped in 
very hot water—was carried on 
the leaflet inside the tube, but 
only in English. The importer 
was obliged to = each tube, 
insert a German/French instruc- 
tion leaflet, and repack. 

However, where luxury 
articles, selling to a limited and 
educated public are concerned, 
sales messages and instructions 
for use may well be left in 

English, as the social stratum 

concerned is familiar with 

English as well as with French, 

Italian and German. 


Slogans must be brief and to 
the point. Many in the news- 


pers and on 
wiss-German but this 
normally used for U.K. goods. 
The slogan in English for any 
typically U.K. product, such as 
Scotch whisky, is better left as it 
is, for translation destroys its 


force. For some goods the 


English slogan has a consider- 


able prestige value and appeal. 
It draws attention to the origin 
of the goods and is often used 
in Switzerland by agents aad 
shops selling high-class U.K. 
wares. This is a matter of par- 
ticular importance to British 
traders. 


Suitable trade names 


Trade names should be easy to 
pronounce by a Swiss. New- 
comers to the market would do 
well to adopt a suitable name for 
any new product. 


Opportunities for British musical 


industries in US 


RITISH FIRMS who have 

had their goods exhibited 

in the past at the National 

Association of Music © Mer- 

chants Inc. annual show have 

found it to be a_ profitable 
venture. 

At the next show, to be held 
in Chicago from July 12-15, dis- 
plays will include accordions, 
band and orchestra instruments, 
chimes and carillons, pianos, elec- 
tronic and reed organs, radios, 
television, gramophones and 
combinations (table models, port- 
ables, consoles), gramophone 
records and accessories, sheet 
music, music room accessories 
and wire and tape recorders. 

At the 1953 show 3,400 trade 
representatives registered. The 
represented, it is said, 1,600 retail 
stores selling more than 85 per 
cent of all music merchandise 
and services. 


Grocers’ exposition 


The intention of the United 
States Wholesale Grocers’ Asso- 
ciation is to hold their sixth 
annual exposition and conven- 
tion in the Kiel Auditorium, St. 
Louis, Missouri, from May 16 to 
19. 


Displays at the show, which 


the Board of Trade indicate is 
said to be one of the best of its 
kind, will include, in addition to 
all types of food products, such 
items as paper products, tobacco, 
drugs, insecticides and many 
other household items, hardware, 
business machines, work gloves 
and__ refrigeration equipment. 
There will be 185 booths avail- 
able. 

The show is open to the trade 
only. The majority of visitors 
are distributors who act for 
independent stores. 


Publicity drive to 


boost Italian TV 


The Italian equivalent of the 
British Broadcasting Corpora- 
tion, R.A.L, is making huge 
efforts to build up television 
publicity in Italy. A formal 
opening of the national network 
a short while ago was given wide 
publicity in the press, cinema, 
newsreel and on the radio. 

The radio, besides giving news 
of coming radio programmes, 
now also describes programmes 

hich can be seen and heard on 
elevision. 

A press advertising campaign 
is using large spaces to publicise 
coming television transmissions. 
Current headline is “Television 
resents the theatre in your 
ome.” 
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ADVERTISING 
and 


PSYCHOLOGY 
| Leslie 4 Gill 


Lecturer in Advertising at the College for the Distributive Trades. 


gsit’ ue 
ys wive 
eens pWoLocy 


rT 
vert 
3.0 TE pned waee 


A lucid exposition ‘of the ways and means by which the 
psychological factors of attention, interest, feeling, ~- 
memory, associations, suggestion, volition, etc., may be 

to advantage in influencing public choice of goods and services. 
Business practitioners, as well as students of Psychology and 
Advertising, will find this new volume of practical interest. 
“Will be of interest to students of both Advertising and Psy- 
chology as well as to the general 
reader.” World's Press News. 


Now Available 


8/6 


Net 


HUTCHINSON’s 
University Library 


11 Stratford Place, W.1 Obtainable from all book-sellers 
. 
MERCURY * EXHIBITIONS 
* DISPLAYS 
. 
DISPLAYS ‘ SILK SCREEN 
LIMITED 3 PRINTING 
WORKS & ADMINISTRATION « AND P 
EASTWOOD STREET, S.W.I6. 
Vel: SOREAT Se e PERSPEX 
HEAD OFFICE e FABRICATION 
171, NEW BOND STREET, WL. 
Tele: GROSVENOR 671i e 


G. F. TOMKIN LTD 


FOR THE PRINTING OF 
MONTHLY PUBLICATIONS 


Eee 


GROVE GREEN RD., LONDON, E.11 
DAY AND NIGHT PRINTERS 
TELEPHONES : LEYTONSTONE 1164/5 


MAIL 
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ay will be of psec wes, with 32 
of full cnlout'ai vertisements 
largest number of advertise- 

ment colour pages ever carried in 

the magazine. 
* * * 
Two Daily Diget ventures 
recently rawn record 


The May issue of Good House- 
keeping includes a special 16-page 
supplement entitled “A Guide for 
New Buyers of Modern Furniture.” 


crowds. The paper's 2ist Bri 
Homes Exhibiti which yw 
three weeks ap a was 


Cheshire, which drew a crowd of 
more than 60,000. 
a oK Bd 
The Manchester Evening News 
has broken all space records by 
carrying 9,3284 single column inches 
of advertising in a w Previous 
best: 4 inches in April 1938 
* x HK 
An editorial written by David 
Lawrence, _editor-in-chi US. 
News and World Report, was re- 
produced in an advertisement for 
that journal in the European edi- 
tion of the New York Herald 
Tribune, published in Paris, and as 
a three-column ge-length adver- 
tisement in The Times. The adver- 
tisement stated that the Report is 
read by more than 700,000 influen- 
tial Americans each week. 
* * a 
The Ironmonger will revert to its 
ae large page size on October 
It was reduced to pocket size 
(6 in. x 84 in.) in 1942. by "sy 
page size will be 11¢ in. x 8 
ee 2s one of 38 oo. x in. 
ced rate will be £32 as 
with the present £24. 
Coleus will be £12 extra against the 
present £10. 
Recently the Hardware Trade 
Journal announced that they would 


pny toe wo ad large page size 
ober | 


The Pytram Silent Moving Salesman 


A battery-operated Turntable that runs 
‘continuously 24 hours a day for more than 4 
weeks on two sixpenny batteries. 


* Can be switched off when not required. 


* Goes anywhere. 


* No wiring required. 
* Carries a weight up to 4 Ib. 
* Revolves at 4-5 times per minute. 


PRICE £3. 3. 0. Post free. 


Quantity prices on request: 


for ‘live’ publicity 


DUNBAR ROAD, NEW MALDEN, SURREY 
Telephone: MALDEN 3225/7 


4 ie a “plan 
ae 


Now being displayed at selected 
London and provincial train in- 
dicator sites is the above Abram 
Games poster in full colour for the 
Financial Times. The design will 
also be used for a double-crown 
seven-colour ster, printed by 
photo-litho, which is to be distri- 
buted to the trade. 


Bd * ok 
The 1954 annual special issue of 


the Chemist & to be pe 
lished on June 26, will carry adver- 
tisements in colour, pi ravure, 
black and white, and in the form 
of bound-in insets. 

* tk ok 


May issue of Motor Racing in- 
vestigates the Italian racing industry. 
Car and component manufacturers, 
petrol firms, and race meeting 
organisers are among the adver- 
tisers in this issue. 

aK ae ak 


G. H. Nida Lid. are the adver- 
tisement representatives for a new 
magazine, Croquet, published by the 

~ a Association, monthly April- 

r, plus one issue in Decem- 

. hee issue lists official tourna- 

ments and registered clubs. ‘ITwo- 

colour cover shows Hurlingham 

Club. Type area—6} in. x 94 in.; 
page rate, £12 10s. 

a ci a 


A composite page with a Boy 
Scout theme appeared 
Western Evening Herald. 
in camping po BR, 
—and jewellery—used the columns 
to advertise. Most popular slogan: 
“Be prepared. 


advertisement director 

inspects the furni- 
ture supplied by Christie-Tyler, 
chair manufacturers of South 
Wales, for his magazine's stand at 
the Brighter Homes _ Exhibition, 
sponsored by the Dispatch, 

in Manchester. 


John Perks, 
of 


Apri 22, 1954 


We Hear 


The new president of the Insti- 
tute of Incorporated Practitioners 
in Advertising will be elected at a 
meeting of the council on May 4. 

* * * 

Sir Edward Herbert, deputy 
chairman and managing director, 
William Hollins & Co., Ltd 
(“Viyella”), will speak on “Expan- 
sionist Sale Planning” at the fina! 
session of the Incorporated Sales 
Managers’ Association annual con- 
ference, unten, ed 21-24. 

* 

Such i aan” the demand for 
copies of the free booklet, So 
You're Having New Curtains, on 
which the current’ Thomas French 
advertising programme is focused. 
that the company has organised a 


separate mailin Mthe request. to dea! 
aati | with 

The cntedean, i 
ment of the Printing, 
Allied Trades Research 
answered nearly 
—_ last year. 


00 eam loans 
month 


im. _depart- 


* o 

The British Transport Commission 
is to-day (Thursday) opening an 
exhibition at Euston Station called 
“Popular Carriage.” It traces the 
evolution of road and rail carri 
design through two centuries M! 
means of models and specimens ot 
coaches, buses and railway carriages. 


‘Wish you were here’ 


Brighton's _ publici committee 
heve advertised in American 
Army newspaper urging U.S. ser- 
vicemen and their families in this 
country to spend their holidays in 
ae. 


A be British. Railways folder. 
entitled Britain, for circulation on 
the Continent, has been designed 
and illustrated to the requirements of 
the publicity departments of the 
Eastern and Southern Regions by 
F. Donald Blake. 60,000 copies. 

rinted in English, French, German 

tch and Italian, will be distributed 
to travel. agents throughout the 
Continent. 

* 

To announce their change of ad- 
dress to 63 Pall Mall, William 
Sanderson & Son Ltd. have pro- 
duced a promotion sheet folded 
into four and illustrated with a 
bottle of Vat 69, a drawing of the 
new premises, and a map showing 
its location. 


Trilin 


The Gay & Tool Makers’ 

Association fave prepared a third 

omiee of their export catalogue in 

re French and Spanish, which 
be ae —_ ae 


Albert * Mithade & €o., Lid., 
claim to be the first advertising 
representatives of foreign news- 
papers and ines to exhibit ai 
the B.I.P. 
stand =. yor at 
graphs show 
moe Sm works and the 
tories , Same 


* 

John P Wynn, public , 
consultant, whose pro- 
= “What do — or 

shes its 10-month run on Setur- 
day, has devised a new 
entitled “What's 
First of 12 
broadcast 
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% > 


e 
‘eo TERRIFIC 


ENTHUSIASM 


FOR THE FIRST ISSUE OF 


UTE 


THE MAGAZINE FOR MEN 


ALL OVER THE COUNTRY EVERYONE IS SHOWING 


Here’s the magazine that has everything. The first British Holidays, Sport, Travel, Eating and Drinking. Also the pick 
edition of Esquire contains 134 pages of lavish presentation, of fiction, articles, cartoons, and 24 pages of colour plates, 
with a unique Motoring Supplement, features on Fashion, together with Esquire’s famous Lady Fair in full colour. 


GUARANTEED CIRCULATION 75,000 


THE MAGAZINE FOR MEN 


3/6 MONTHLY 


PUTS THE MAN IN THE MOOD TO BUY 


Tel. Hyde Park 9521 
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FROM NAVY TO 
LAUNCHING 
OF ‘TIDE’ 


NEWEST director of Legget 
Nicholson and Partners’ Lid. 
Robert A. has managed 


to crowd 
plenty of ac- 
tivity into his 
34 years. 
nyy I the 
war was 
one of the 
youngest 
commanding 
officers in the 
Navy, ending 
up in com- 
mand of a 
Mediter- 
ranean assault 
flag ship. 
Then, joinin 
Lambe 
Robinson, he 
worked as account executive on 
Tide from the time when its 
launching in this country was first 
planned. Afterwards he was en- 
gaged on the test marketing and 
planning for Prell Shampoo. 

Since Mr. Abraham joined L.N.P. 
in 1952 he has planned successful 
advertising strategy for Gor-ray 
Skirts, Chen Yu Cosmetics, and 
Sloan's Liniment. 


Now on the board of London 
Press Exchange, R. D. L. Dutton 
is also a director of Dutton Rapid- 
Writing Systems Ltd., a company 
which his father founded to pro- 
mote his systems of shorthand and 
pases. Last Sunda Mr. 
tton left for America, where he 
will be studying many aspects of 
advertising and marketing. 


* * a 

INTED to the newly 
created of press officer to the 
Royal Sanitary Institute, Lyster 


Robinson previously looked after 
the press interests in the United 
Kingdom of the Jersey Tourist 
Office for over three years. 

Before that he was for over four 
years press officer of the British 
Travel & Holidays Association. 

Author of two books, and widely 
travelled both in North America 
and Europe, Mr. Robinson, when 
with the Travel Association, was 
responsible for the publicity 
arrangements in connection with the 
visit to Britain of the Viking ship, 
“Hugin.” This was described by 
one newspaper as the “biggest 
publicity stunt of 1949.” 

One of his first jobs with the 
Royal Sanitary Institute will be 
looking after the press arrange- 
ments for its Health Congress, at 
Scarborough, later this month. 
This will be attended by over 2,000. 


Rates and Derails from 


143 FLEET STREET | 


LON 
PHONE: 


ONE.C.9 
NTRAL 9179 


| 


HEAD OFFICE | 
aRiogt s" ELFAST 
PHONE: BELFAST 22884 


A PANSY ON AN 
ENVELOPE 


SOMETHING which he had never 
seen before, in all the 30 countries 
he has visited, was revealed to 
Martin H. , Managing direc- 
tor of Marketing Consultants Ltd., 
during a recent visit to Spain and 
Majorca. It was the correct 
delivery of a letter from England 
addressed by one word only. 

A friend of Mr. Perry’s had 
started a seed business under the 
name Kanda—apparently the first 
flower-seed business in Spain. To 
pore how well he had become 
nown he asked an English friend 
to send him an order. 

The envelope carried only the 
icture of a pansy cut out of an 


inglish catalogue and sted on, 
with the one word rcelona’ 
written beneath. It was correctly 


delivered to him in four days. 


Nicholas 
account executive with G. S. Royds 
Lid., congratulates T 

winner of the South Emsall Vikings 
Cycle Race over ten laps of a ten- 
mile cross-country circuit in York- 


Royds (right), Lucozade 


shire. Left, 3. C. » adver- 

tising manager of Lucozade, who 

sponsored the race, which aroused 
much local interest. 


+ * . 


J ont director of the new 
London company acting as sole 
agents for the forthcoming Leipzi 
Fair, Norman Willoughby wi 
revive memories when he makes 
the trip to Germtany for the open- 
ing of the event. 

e has passed that way before 
. . » Captured at Arnhem serving 
with the Parachute Regiment, Mr. 
Willoughby spent the last few 
months of the war in a prisoner- 
of-war camp less than 30 miles 
from Leipzig. He is 30. 

His co-director, Leo Young, is 
an ex-R.A.F. flyer. 

r. Young speaks French 
fluently (his wife is French), He 
expects to be using the language 
frequently in foreign negotiations. 


* * * 


F'RoM the Victorians, who 
thought that tradesmen should not 
mix socially with the “best people,” 
to Communists, who define 
“class” in terms of the economic 
set-up, class-consciousness Las pro- 
duced the weirdest distinctions. But 
perhaps there have never been any 
Stranger than the five social classes 
into which the community is 
divided in the Census 1951—County 


Report, Kent, published by the 
Stationery Office. Apparently 
journalists manage to sneak in 


among the “top brass,” i.e., clergy- 
men, accountants, and so forth. 
But advertising agents are only in 
Class II, along with trained nurses, 
pawnbrokers, and chiropodists! 


J. T. Lloyd (left) retiring advertise- 
ham 


ment manager, Nort pton Mer- 

cury Co., Ltd., publishers of the 

“Chronicle and Echo,” with his 
successor, W. Sewell. 


40 years’ service 


ASSOCIATED with the com- 
mercial and advertising departments 
of Northampton newspapers for 
more than 40 years, J. T. Lioyd, 
advertisement manager of the 
Chronicle and Echo, Northampton, 
has now retired, with the 

wishes of all his colleagues, plus a 
television set for himself and a 
handbag for Mrs. Lloyd, from the 
company, and a standard lamp and 
occasional table from the staff. 

At a luncheon in his honour, 
WwW. Cow Barrons, | ging 
editor, said that Mr. Lloyd had 
taken a leading part in the develo; 
ment of the Chronicle and Echo 
and its associated papers; and 
there were also tributes from his 
oldest colleague present, A. C. O. 
Whitehall, assistant editor, and 
from W. Sewell, who succeeds Mr. 
Lloyd as advertisement manager. 


Battle song 


ON THE 10th anniversary of the 
battle in the Arakan on the Burma 
border, Graham Cherry, the agri- 
cultural publicist, has sent me a 
copy of his poem, “A Letter from 
the Arakan,” which he is circulating 
to a number of his friends. 

Full of the feelings and thoughts 
inspired by war, the poem was 
begun during a “stand-to” in the 
later stages of the battle, and com- 
pleted in a period of relaxation 
after the Japanese had been re- 
pulsed. It was dedicated, by per- 
mission of the G.O.C., to the 
fighting troops—British, Indian and 
Gurkha, of the 7th indian Division, 
of which Mr. Cherry’ was 
D.A.A.G. for two years. 

Two short extracts have been 
published in Poems from India, 


Oxford, 1945. 
Contact 


WEEK'S WISE 
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“We've narrowed down the 
applicants for the job to 
a couple—and now we're 
in danger of stalling be- 
tween tivo fools.” 
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%..."TRUE STORY Magazine” and 
\ “TRUE ROMANCES” came 
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KNIT the modern way! 
onthe ROTA-PIN 


aa 


6-10, Without 


London, E.C+4- 
The “ ROTAPIn” 
knite garments to 
tfeection in stock- 
ng, ribbing, garter stitch, fair-isle, ete. Even distri- 
bution of tension, increasing, decreasing and stitch- 
counting greatly simplified. JUNIOR Model (80 
stitch) 10/8, me free, complete with accessories and 
illustrated k. STANOARD Model (160 stiteh) 
20/., post free. 
Obtainable only from Sole Concessionnaires : 
TEEBEE MFG. CU. LTD., 107, 
ome CHARLBURY, O XFORD eee 


iving 
You will be Fees 
advertising agents. 
space through our 


6 ABC Sale July/Dec. 1953 
423,771 
£200 per page 
9/5d per page per 1,000 copies sold 


1/3 rue / 
True Story > fRomances 


MAGAZINE 


The cheapest advertising “Buy” among all monthly magazine members of the A.B.C. 


A. H. McISAAC - ADVERTISEMENT DIRECTOR 
ARGUS PRESS LTD - 8/10 TEMPLE AVENUE - LONDON EC4 + CENTRAL 3514 
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Advertisement Manager : George H. Phipps 


LUTTERWORTH PERIODICALS LIMITED 


4 Bouverie Street, London, F.C.4 
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Johnson’s baby 


lines and Band- 


Aid moving 


Young & Rubicam Ltd. are 
taking over the advertising for 
the Johnson’s baby products and 
Band-Aid adhesive dressings of 
Johnson & Johnson (Great 
Britain) Ltd. The formal take- 
over date is June 30. 

It is expected that the 


campaigns will run until the ere 
of the year. 
Big Biro budget 
for May 


Biro will be spending £il 3d on 
advertising =~ is 
announced in current rt 
press advertising. 

Half-pages have been booked in 
Ge Daily Express, Daily Mirror 

Radio Times, together with 


Greenlys Ltd. have taken over 
the advertising for Mazawattee 
Tea Co., Ltd. A new campaign 


r large spaces in the Daily 
Herald, Daily Mail, News 
Chronicle, Daily Sketch, Daily 
Telegraph news- 
papers. 

he advertisement will feature 


are the agents. 


Modern look for 
Beecham ’s Pills 


Advertising for Beecham’s Pills 
is being modernised. A new cam- 
paign is using a half-tone illustra- 
tion of a young girl’s face with the 

line: “The eyes show it...” 

The normal Beecham's Pills 
schedule is being used—large spaces 
in national and provincial news- 

papers and magazines. The agents 
are rr S. Royds Ltd. 


OUST ABSOREING POLISHER WHIM LITERALLY 
PICKS OF THE OUST AS IT PUTS OF THE POLISH 


io 


7 oe ee a1 aeasen, Sreass 5 eeumensnes 


To launch their Nenette dust- 
absorbing polisher ye pro- 
ducts Lid. are using re ved Mlbaly 


advertisement in 
Express” on Fridgy. «May M May 


The eee are 


Dresses—by Har Hartnell 


Eleven-inch triples are a 
in London provincial | 
newspapers this week in connection 
with the News Chronicle's Hartnell 
dress design competition. 


The winner will socsive five 
Hartnell dresses Morris 
Minor car. 

S. Maw a. 


James M. Greenwood 
ing Ltd. are relinquishing on — 
account of S. Maw Son & Sons, 
Ltd., as from April 30. The agency 
Is retainin, Maw’'s new product 
“Arthigon” which is currently being 
launched. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


JOHNSON’S BABY PRODUCTS 
and BAND-AID for Young & 
Rubicam Ltd., from June 


THOMAS SAVERY PUMPS LTD. 
for Nicholls Dorrity Advertising 
Ltd. (Birmingham). 


BIRTCHER CORPORATION 
manufacturers of worn and 
surgical equipment Los 
Angeles, California, UKs account 
for Edward Hilton ~~ 4 
pool Trade press 


calaali: — ge. facial, = 
Paul E. Derrick ee —— ae 
Campaign using nati and 


trade press. 


T. B. MORLEY & CO., LTD., 
standard and table lamp manu- 
facturers, for Howards Press 
Advertising Lid, (Hull). 


Campaigns 


LOLLIES using national, 
women's and children’s magazines 
(Lambe and negro: Ltd.). 


a eae a a 


half- ~ Express (R. S. 
Caplin Ltd.) y pre. 


NORVIC ii using national 
and provincial "go 
women's magazines and 
nd (Colman. Prent Prentis and Varley 


LEE TARGET wools using 
women's weekly and monthly 
magazines, knitting 9 
and trade press during Augu 
oa (Auld and. Til 


BEECHAM’S PILLS using national 
and provincial newspapers and 
magazines (G. S. Royds Ltd.). 


DOROTHY GRAY WEDGWOOD 
SERIES using full colour pages 
in women’s magazines and Lon- 
don evenings, national Sundays 
and provincials (Masius and Fer- 
gusson Ltd.). 


FERGUSON TV psing London 


evenings ( Press Exchange 
Ltd.). 


H.M.V. TV using London evenings, 
provincials and The Times 
{Charles F. Higham Ltd.). 
RONSON WEDGWOOD LIGHT- 
ERS using class some, in- 


cluding full spaces 
(Mather & Senha Ltd.). 


Now — clean and polish in one operation 
without soiling your hands or clothes 


One-minute face 
pack treatment 


National and trade press a 
tising is breaking for a new 
minute facial called Sandil. eae 
retails at Ss. a pack, enough for 
3% treatments. 

Sandil iy packed in a litho-printed 
pink, dark and lighi blue and yellow 
an seerins a anens blossom 
motif. y c 4 wrapped in 
heat-sealed Cellophai 

A dispenser “> teen designed 
using a similar colour scheme and 
ag ? —~y_ t- packs. For 
individual pac y a crowner 
has been designed. 

The odvestaumente will stress that 
Sandil does not have to dry on the 
face—it can be washed off after 
only one minute—and that A, con 


tains Hexachloro 
antiseptic. Paul Derrick” y 


Lid. are the agents. 


Sandil 


The dispenser being used in con- 
nection with the new Sandil facial. 


Pre-war brand returns 
Lin-Erin Irish Linen handker- 
chiefs are being re-introduced to 
this country for the first time since 
before the war. These are made 
by Spence, Byson and Co., Ltd., of 
— Adverti is confined to 
trade press. eat? are 


T.G. Scott & SonLtd 
Sor 


HONEYWEIL- BROWN 


er Seeeecee Cet teearetatrer 
< 


manufacturers of 


ElectroniK Poten 
Fodiesting & Record 
erential Converters 
Associated Receivers, Mod- 
ulating Control Equipment, 
lo Combustion 
Safeguard Equipment, to 
reach makers of preserves, 
pickles, milk products, 
soup, sauces, etc, 


FOOD MANUFACTURE 


Stratford House 
9 Eden Street, London, N.W.! 


LEONARD 


TECHNICAL 


GROUP 
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New window display units have 
been designed for K.L.M. Royal 
Dutch Airlines by Sir William 
Crawford & Partners Lid. They 
tie up with the current press adver- 
tising and showcards featuring the 
“beach-girl” theme. The _ stripes 
are in fight blue and yellow, The 
units are designed for the windows 
of travel agencies in two sizes. 
he contractors are B. & S&S. 
Displays Ltd. 


Billy Graham’s PR chief 
says ‘Be nice to the press’ 


Best possible training for a busi- 
ness executive was a “thorough 
grounding in public relations,” 
Jerry Beavan, director of public 
relations and executive secretary 
to Billy Graham, told the last 
luncheon meeting of the Institute 
of Public Relations. “Decisions 
would then be made,” he said, 
“with the public and the public’s 
interests in view.” 


‘Media with longest pull’ 


Mr. Beavan outlined the ad- 
vertising, publicity and public 
relations campaign that had 
backed Billy Graham's Greater 
London Crusade since January 1. 

Appropriation for the adver- 
tising was £30,00, but Mr. Beavan 
estimated that only £22,000 of 
this would be used. Greatest 
amount was spent on posters— 
“the media with the longest pull.” 
For press advertising, the three 
London evenings were used, as 


well as the suburban weeklies 
and the religious press. 

They also built up a direct 
mailing list of 25,000, all 
ministers or people who would 
work actively for the Crusade. 

In the publicity field, Mr. 
Beavan had one word of advice 
—“Wait!”. He thought that too 
many people attempted to rush 
news editors when they wanted 
publicity. 

“Be nice to them,” he said. 
“Be helpful. Announce a press 
conference; give them individual 
handouts—but above all, be 
nice.” He thought that the press 
had’ been hesitant at first about 
the Crusade, but now they were 
“wonderful.” 

“No matter how much you 
object to modern advertising used 
for religion as we have done,” he 
said, “you must admit it gets 
results.” 


NEW COMPANIES: LEGAL AND GAZETTE 


The following new companies have 
heen registered: 


Richard Rell-Syer Lid., 15 Park Row, 
Leeds, 1 Specialised advertising con- 
siltants. Nominal capital: £1,000. 


Director: KR, Beli-Syer. 

8.5.5. Productions Ltd., Williams 
Deacon's Bank Chambers, Cleveicys, 
Blackpool, Advertising or other agen’s. 
Nominal capital: £100, Directors: W. S. 


Cavendish Sweet, W.1. To take over 
business of advertising contractors and 
agents carried on by H. & S. Advertis- 
ing Ltd, Nominal capital: £35,000. 
Directors: H,. L. Moore, M. Nelson, Mrs. 
BR Moore 
Partners in Exhibition Construction 
ltd., 3 Grosvenor Gardens, 58.W.!. 
Nominal capital: £100, Directors: Helena 
L. Hands and L. F, Guillem 
Léd., 3 Grosvenor 
Nominal capital: £100, 
Directors; Helena L. Hands and L. F. 
Guillem. 


T. A. Phillips & Co., Lid, 4 Vewy 
Street, Birmingham, Commercial artists 
and advertising agents. Nominal capital: 
£5,000, Directors; T. A. Phillips and 
A. Phillips. 

Slivertine Signs & Displays Lid., The 
Mission Hall, Coombe Road, Sydenham, 
8S.E.26. Manufacturers of and dealers in 
wlass and electric signs, window displays. 
Nominal capital £1,000. Directors: 
T. A. Mellor and Joan L, Mellor, 

H, Leon Lid., National Provincial Bank 
Chambers, Five Ways, Birmingham, 15, 
Advertising and publicity agents, Nominal 
capital: £4,000. Directors: H, Leon and 
Mrs. D. BE. Leon. 

E Pleg Co., Léd., 17 Brandon 
Street, Birkenhead, Siegen makers and 
writers, manufacturers and dealers in flags 
and banners. Nominal capital: £1,500. 
Directors: A, Dring, L, Dring and 
Catherine Dring. 

Halcyon Press (Barnet) Lid, Proprietors, 
printers and publishers of magazines, 
journals and newspapers. Nominal! 
capital: £100, Director: J. M. Bunting 

Rn. W. dvertising) 


OCardens, 8.W.1. 


. | ( ° 1 
Hill Crescent, Toweridge, N.20, Nominal 
Managing director: 


Advertising Lid. Nominal 
capital: £5,000. Subscribers: B. Cooke, 
Bramhope Lodge, Marshall Avenue, 
Willerby, E. Yorks, and R. M. Radcliffe. 

Inter-Index Lid., 30 Hyde Park Gar- 
dens, W2 International newspaper, 
news gathering and statistical agency, 
magazine and directory §  proprictors 
Nominal capital: £100 Directors: B. 
Ovias, Dr, B, L. Lioyd and R, H. Irvine. 

Morisons Press Advertising Service . 
To take over business of advertising 
agents carried on at Royal London 
House, Georges Street, Hull, by Morisons 


Press Advertising Service (Holdings) Lid. 
Nominal capital: £10,000. Directors: EB. 
Bedford, 29 West Park Avenuc, Leeds, 8, 


and P. R. Harrison, 

Consul ys (London) Lid., 123 
Pall Mall, 8.W.1. Exhibition contractors. 
Nominal capital: £100, Directors: 5S. 
Stone and F, Bendon. 

Napier-Atley Lid., Bakkebo, North 
End Common, Turville Heath, Henley- 
Commercial artists, Nom- 
inal capital: £1,000. Directors: R. V. 
Atiey and Kathleen E. Napier. 

Ladgate Display Co., Lid., 31 Ludgate 
Hill, E.CA Advertising and publicity 
agents and specialists. Nominal capital: 
£100. Directors: V. F. Adshead, R. J. 
Kaufman 

Advertising Abroad Lid., 33 Dryden 
Chambers, 119 Oxford Street, W.1. 
Representatives of foreign publishers and 
other commercial houses in the United 
Kingdom and Eire. Nominal capital: 
£100, Directors: J. V. Sippi and S&S. 
Zimmerman, 4 Avenue House, Belsize 
Park Gardens, N.W.3. 

Group Publicists Lid., 8 Buckingham 
Street, W.C.2. Advertising agents, 
and contractors. Nominal 
capital: £1,000. Directors; Pamela M. 
Beard and Joyce B, Ryall, 

Lord & Co., Ltd., Craig's Court 
House, 25 Whitehall, S.W.1. Adver- 
tising and publicity agents. Nominal 
capital; £1,000. Directors: M. H. PF. 
Lord and T. R. Mefiride 

Safety Lid., 32 Victoria 
Street, S.W.1 Nominal capital; £1,000. 
Directors: J. Tye and Mrs. F. R, Tye. 

. Bradshaw Lid., Willow Road, 
Sicemoor, Bromsgrove. Advertising and 
publicity agents. Nominal capital; £100. 
Directors: C, Bishion and J, K. 
Bradshaw. 

Fashion Model Lid., Queen's House, 
Leicester Place, Leicester Square, W.C.2. 
Advertising agency and trade information 
bureau Nominal capital: £5,000. 
Directors: Mrs. 8S, D, Nystrom and B, R. 
‘Wieland. 

A-Press Lid. Advertising agents and 
printers. Nominal capital: £100. Sub- 
scribers: E. B. Williams and J, S. Bennett, 
18 Austin Friars, E.C.2 

EF. W. Wilson Advertising and Publicity 
Service Lid., 124 New Bond Street, May- 
fair, W.1. Nominal capital: £100, Sub- 
scribers: PF. Hass and Mary Loomes 

Airport Ltd., 28 Mackenzie 
Street, Slough. Nominal capital: £2,000 
Directors; G. B. S. Fellows and S. Catley. 

Perrin Lid., 8 Denmark Street, 
W.c2 To carry on business of an 
employment agency, and that of advertis- 
ing, publicity and public relations con- 
sultents, Nominal capital: £100, Directors: 
L. C, Kukae and L. 

Monopol Publicity Lid., 44.5 Tavi- 
stock Square, W.C.1. Advertising and 
publicity agents. Nominal capital: £100. 
Directors: C. Atkinson and C. Dee. 


Delta Direct Mail Services Lid., 8&8 
Duncan Terrace, City Road, N.1. Sales 
publicity and advertising. Nominal 
capital: £200. Directors: L. L, Scaglioni 
and 8. A, Baker 


(The above-mentioned particulars of 


new . y i are 
taken from the Daily Register compiled 
by Jordan and Sons Litd., Company 


Registration Agents, 116 Chancery Lane, 
London, W.C.2.) 


COMPANY WINDING-UP 


The first meeting of creditors of Plan- 
dart Litd., 9 Lincoin’s Inn Fields, Lon- 
don, W.C.2, advertising agents, was held 
at the Board of Trade Offices, Inveresk 
House, Strand, W.C., when the Official 
Receiver reported that the debts notified 
to him amounted to £4,500. The com- 
pany’s assets had been estimated by the 
directors to realise £2,168. 

A resolution was passed for the 
appoimmment of H, W. Pit, of Salisbury 
Square House, Salisbury Square, London, 
E.C.4, as liquidator, together with a 
committee of inspection. 


DISSOLUTION OF 
PARTNERSHIP 

James Alan Brockie, Freda Brockie, 
Kenneth Ian Malcoim Ogilvie Macfarlane, 
Staniey Harold Mash and George William 
Parker, trading as Brocxm, Hastam & 
Co., 231 Strand, London, W.C.2, 
publicity and advertising agents and con- 
sultans. April 5, 1954, so far as concerns 
Freda Brockie and Kenneth Ian Malcolm 
Ontivie Macfarlane, but the business will 
be carried on by the remaining partners 
under the same name. 


DIVIDEND 
Creative Journats (inpusTRiaL) L1p., 
66 Grafton Way, Fitzroy Square, London, 
W.1, magazine proprictors. No, 00758 
of 1953. First and final of 20s. in the £, 
payable Age 27 at 25-27 Oxford Street, 
m, A. 


WILL 


jJoun Gusert Preston Hunt, of 6 
Grove Road, Northwood, Middx. pub- 
ticity expert, left £44,229 Is. Sd. gross, 
£44,004 Is, lid. net value. (Duty paid 
£11,163.) 


CHANGES OF ADDRESS 
J. W. Hindson & Sons, Lid., printers, 
7 z, Broad Court, Bow Street, London, 


Advertising department of India Tyre 
& Rubber > to indi House, 
Kingsbury Road, N.W.9. 


Lord Aberdare of Duffryn pre- 
sented the trophies for the “Sports- 
and ¢ 


woman of the Year” 

“Sportsman of the Year" to Miss 

Pat Smythe and Gordon Pirie at a 

party at the Savoy Hotel last week. 

The annual ballots and the awards 

are sponsored by the “Sporting 
Record.” 


Carpet Week 


composites 


Many provincial newspapers 
will be publishing composite 
advertising and editorial features 
on carpets to tie in with the 
spring national carpet promotion 
campaign. 

Among them will be: Aber- 
deen Evening Express, Belfast 
Telegraph, Birmingham Evening 
Despatch, Blackburn Times, 
Northern Daily Telegraph, West 
Lancs. Evening Gazette, York- 
shire Observer, Bristol Evening 
World, Burnley Express & News, 
Northern Despatch, Derby 
Evening Telegraph, Edinburgh 
Evening News, Glasgow Bulletin, 
Glasgow Evening Citizen, Glas- 
gow Evening News, Glasgow 
Evening Times, Grimsby Evening 
Telegraph, Hull Daily Mail, 
Ipswich Star, Yorkshire Evening 
News, Leicester Evening Mail, 
Leicester Mercury, Lincolnshire 
Echo, Manchester Evening 
Chronicle, Middlesbrough Even- 
ing Gazette, Newcastle Evening 
Chronicle, Newcastle Sunday Sun, 
Northampton Chronicle & Echo, 
Eastern Evening News, Notting- 
ham Evening News, Nuneaton 


Observer, Oldham Chronicle, 
Portsmouth Evening News, 
Lancashire Evening Post, 


Sheffield Star, Sheffield Tele- 
graph, Staffs. Evening Sentinel, 
Sunderland Echo, Swindon Even- 
ing Advertiser and South Wales 
Evening Post. 


‘French Fortnight’ 


here in October 


In order to reintroduce French 
goods, which are now allowed in 
England without _ restrictions, 
l'Union Francaise des Industries 
Exportatrices (which corresponds 
to the Federation of British 
Industries) is launching a 
a Fortnight during October 
1-15. 

French goods will be displayed 
by the British stores; some show- 
ing foods, others fabrics, and 
others pottery. During the same 
period there will be a prestige 
exhibition of French textiles at 
Hutchinson House in London. 
Intereps Ltd. will act as press 
representatives. 


Ge a y * = s 
« 4 
we eC 182 Apri 22, 1954 
5: TEOREE Lae 
aes My vont a MLN 2 
ay % 5 ' Ps "i: : be f° 
AG vy. Ss ® a! de 4 - 
=i ws ; “ : 
ai . a ae ; 
oe . 
ee iif P of - 
a ? (i a 
a ; , ft 9, «0 Zz , 
4 oon as ir 
ve y sok AE | Zs tT 
¥ +4, hs = 
pe ra a ! 
Smee ~_ : 
£ 
a a 
it 
Fe 
4 
ee 
*3 
i Po Po 
-. 
ay : 
Na 
bs Ps 
aye 
x. uw & 5S Advertising Ld., Mi New 
‘a 
oad, 
a 
a ; 
~ 
; 
mast 
27 r 
¥ 
ee 
a 4 
SS ‘ 
| : | po 
7 
te 
is: 
im 
A: ‘ 
2 aly t pie : 7 zs sa e «it . 3 “= i 4 igs ‘ ai aM a4 : 2 oa yy Ft Bios : a Sts 
a 4 a eh | . ee Se Seen 4 a: vd cS ait 
Pa ae ao ae EE eo: I ee i: RI iil i 


Aprit 22, 1954 


Plans for British 


pavilion 


at Leipzig Fair 


A newly formed London firm has announced its - 


ment as sole British agent for the annual Leipzig Fair 


Consumer goods 
at BIF 


For the first time, this year’s 
Earls Court section of the British 
Industries Fair is to include a 
selective display of British con- 
sumer goods. They will be on 
show in 12 classes at a Design 
Centre organised by the Council 
of Industrial Design, working in 
association with the Board of 
Trade. 

The exhibits will number some 
350, selected by officials of the 
Council for their “good design.” 
Many of them have already been 
illustrated in Design Review, the 
Council’s illustrated record of 
over 5,000 goods in current pro- 
duction. Selection has, however, 
been confined to the work of 
B.LF. exhibitors at the London 
sections since the war or at 
Birmingham this year. 

The Council claim that the 
Centre will give home and over- 
seas buyers a chance to see in 
a very short space of time the 
best that Britain can produce in 
modern consumer goods. 

The 12 sections in which ex- 
hibits will be placed are build- 
ing fittings, carpets and floor- 
coverings, cutlery and tableware, 
domestic appliances and kitchen 
equipment, fashion fabrics, 
furniture fabrics, light fittings, 
office and desk equipment, 
pottery and glass, toys, travel 
goods, and watches, = and 
jewellery. 

The Design Centre at Earls 
Court has _ been ss by 
Neville Conder. It will include 
an information centre for the 
London section of the Fair and 
a Board of Trade _ inquiries 
countet 


NAGS week-end 
at Sandwich 


Twenty-eight members of the 
Newspaper and Advertisers’ 
Golfing Society spent an enjoy- 
able, if somewhat wet, week-end 
at Sandwich recently. On both 
the Friday and Saturday evenings 
the captain, L. M. Masius, pre- 
sided at dinner. Golf results: 

Saturday, at Royal _ St. 
George’s: Medal, P. H. M. Wil- 
son; runner-up, J. C. W. Daniels; 
best scratch, P. H. M. Wilson; 
best first nine, F. G. Roe; best 
second nine, <liffe Glover. Four- 
somes v. bogey (Stableford), 
D. S. M. Lowe and R. H. Garey; 
runners-up, Daniels and Glover; 
best first nine, A. H. MclIsaac 
and J. Sime; best second nine, 
R. W. King and K. Collect. 

Sunday, at Prince’s: Singles v. 
bogey, D. W. Walton; runner-up, 
R. Ducat; best first nine, A. R. 
Everett; best second nine, P. 
Deverall. 


est 
international fair in the world. 

Set up to specialise in organis- 
ing British aruppetes in inter- 
national exhibitions, Willoughby 
& Young, of 6a Smith Street, 
S.W.3, will design and build a 
shop window for British industry 
at Leipzig. 

Whilst encouraging firms to 
exhibit in the classified trade 
sections at Leipzig, they are also 
sponsoring a British Pavilion 
covering 1,000 square metres. 

The British agents are offering 
a design, construction and trans- 

rt service to exhibitors at the 

air which is due to open on 
September 5, 1954. A _ similar 
service will be offered for future 
international exhibitions which 
the company hopes to announce 
details of shortly. 

This year’s Fair will be visited 
by Government bev missions 
from the USS. China and 
several Eastern Sion coun- 
tries, 

Leo Young, joint director of 
Willoughby & Young, said: “A 
visit to the British Pavilion will 
be priority number one for these 
official purchasing missions. They 
are anxious to buy—and they 
want to buy British. From my 
discussions with Dr. Lessing, 
president of the East German 
Chamber of Foreign Trade, | 
gathered that — yerman firms 
will also particularly 
interested in a exhibits in the 
British Pavilion.” 

Last year 8,196 exhibitors took 
part in the Fair. Among them 
were 621 firms from estern 
Germany and nearly 500 firms 
from other Western Euro on 
countries. Well over half 
million visitors went to Leipzig 
for the Fair, 

Last year 68 publishing houses 
in Britain alone were represented. 


ft i tet td 


This new showcard, prem’, Do * 
will be 


press and varnished, 

overs in the very near ieiane 

for E. Fogarty & Co., Ltd.'s Swan 

ows. Fhe lettering is in red on 
he black and white Rashevound of 
fine screen half-tone. It was 

designed by Alee Davis, Fogarty's 

advertising manager. 


ADVERTISER'S WEEKLY 


Voice & Vision Lid. entertained a press party to breakfast at the opening 
of the “‘Golden Pod" at Cadbury's Chocolate House in Regent cope last 


ednesday. Samplin mg 
century serving hatch are (|. 
John Thomson (‘The 
Restaurants’), Philip Burton 
Craps ( 


the chocolate served 


by the “wench” at the 18th 


to r.) Maureen Williamson (of * 
Scotsman” » 


Joan Tilley (‘British otels 


“Hotel Management Journal”) and J 
oice & Vision Lid.). 


Strong overseas delegation for 
public relations conference 


Delegates from organisations 
in the U.S.A., Holland, Belgium, 
France, Norway, Italy and 
Western Germany will be a 
members of the Institute 
Public Relations at Stratford- 

-Avon for the Institute's 

th annual conference, April 

30-May 2. It will be held at the 
Red Horse Hotel. 

The Conference will begin 
with a dinner on the Fri 
evening, at which the Institute's 
president, A. A. McLoughlin, 
will welcome the delegates, After 
dinner there will be a film show 
compéred by Allan Blomfield, 
manager of films division, W. S. 
Crawford Ltd, 

Speakers and subjects on the 
Saturday and Sunday will be: 
George Pollock, Q.C., director, 
British Employers’ Confedera- 
tion, “Public relations and pro- 
ductivity”; Hugh Saunders, 
secretary, Unilever Ltd., “Public 
felations in a large family”; 
Ashley Havinden, director, 
W. S. Crawford Ltd, “The 
importance of ‘handwriting’ ” 
“Hobby Horse” session, to in- 
clude two-minute speeches by 
conference delegates on subjects 
of their own choice, followed by 
discussion. Maurice Buckmaster, 
chairman, programme  com- 
mittee, will “wind up.” 


BIF preview 

Members attending the confer- 
ence have been invited before- 
hand to the preview of the 
B.LF. Castle Bromwich, Bir- 
mingham, on Friday, April 30, 
when they will be welcomed by 
A. B. Waring, chairman of the 
B.LF. (Birmingham) Manage- 
ment Committee, and taken on a 
conducted tour of the exhibition. 

The Mayor of Stratford-upon- 
Avon, Cr. Miss M. G. M 
Phillips, and the Mayoress, Miss 
D. Pike, will be guests of 
honour at a luncheon on Satur- 
day, following which conference 
members will be conducted on a 
sight-seeing tour of the Shakes- 

rean Properties. In the even- 
ing delegates will be able to 
attend a performance of “A Mid- 
summer Night's Dream” at the 
Shakespeare Memorial Theatre. 


Public relations bodies from 
the following countries will be 
represented at the conference: 
U.S.A., Richard Hall, Public 
Relations Society of America, 
and William Treadwell, chair- 
man, international relations com- 
mittee, American Public Rela- 
tions Association; Holland, J, A. 
Brongers, president, Dutch 
Public Relations Association; 
Belgium, Victor Snutsell, presi- 
dent, Centre Belge des Public 
Relations; France, Etienne Bloch, 
Association Professionelle des 
Conseillers et Cadres de Rela- 
tions Publiques et Sociale, and 
René Tavernier, president, Or- 
ganisation de la Maison de 
Verre; and Norway, Odd Med- 
boe, Public Relations Klubb. 


Print agreement 
on Klischograph 


The Newspaper Society has 
negotiated with the Society of 
Lithographic Artists, Designers 
and Process Workers an agree- 
ment to cover manning of 
Klischograph electronic engrav- 
ing machines. 

here the machine is _ in- 
stalled in a house where a pro- 
cess engreving department al- 
ready exists the machine will 
be regarded as part of the equip- 
ment of the process engravin 
department and will be mann 
by the staff of that department. 

In a house in which no pro- 
cess engraving department is 
established — subject to agree- 
ment with the Society—the 
machine can be operated by a 
member of a constituent craft- 
Union of the Printing and 
Kindred Trades Federation, un- 
less full-time employment on the 
machine is justified. 


‘Mirror’ profits up 


Increased profits are announced 
by Sunday Pictorial wr~ - 
(net profit £991 604, inst 
£322,550) and Daily Mirror | cws- 
papers (£622,859. compared with 
£576,042), in respect of the yeer 
ended February 28, 1954, 
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ADVERTISER'S WEEKLY 


New displays for torch batteries 


eee 


NEW series of displays for the Ever Ready Company has been 
designed by Richard Lonsdale-Hands Associates in co-operation 
with Greenlys Ltd. On the left is a special “selling fortnight’ 
window piece, on the right is a “3-D" showcard, and above them a 
metal bulb-tester which is a wall attachment with fittings for testing 
bulbs and batteries. These have been printed respectively by James 
Haworth and Sons, Ford Shapland and Co., Ltd., and Hancock, 
Corfield and Waller. One primary colour scheme has been main- 
tained throughout—a black background shaded through purple and 
blue to white. The sun rays are alternate yellow and white, and 
this colour combination is also used for the lettering. The Ever 
Ready trade mark remains unchanged in its orange, white and black. 
The display on the left with the range of torches has a background 
of grey and the names and prices appear on the “beams.” 
These new displays are calculated to compel attention to torch 
accessories during the season when wide public interest in such 
articles is not over-strong. 


Prefab unit for electrical gear 


TT section of their new permanent prefabricated exhibition 
unit was used by Metropolitan-Vickers Electrical Co., Ltd., of 
Manchester, for the first time at the exhibition organised at Earls 
Court by the Amalgamated Society of Electrical Engineers. The 
stand was designed by Cook's Display Productions Ltd. in conjunc- 
tion with Metropolitan-Vickers publicity department, 

The permanent tiled and polished walnut wall panels with egg 
box louvred canopy above permit the siting of ow units anywhere 
on the wail and electric circuits within the panels can be tapped at 
any required position for power or lighting as required. The units 
permit stands up to almost any size to he erected in accordance 
with available space. 

A special feature of the stand is the telephone wall panel giving 
access to the instrument either in the office area or on the stand 
—- 4 a half sealed revolving platform manually operated from 
either side. 
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APPOINTMENTS VACANT 


t of pe ing these adve 


| 


FIRST-CLASS A leading organisation in the field 
of point-of-sale Advertising and 
Merchandising has an opening for a 
trained advertising man who can 


ARTIST 
required in London eally sell. An up-to-date know- 
eden gad aimoiiietee of aia 
for showcard and cut-out design- chandising probl ntial. A 


i ounder, wi top rate opportunity for a top rate 
pA nee tio. aca man, Full details to ; 


|| CAN YOU SELL? 
| 


phone EUSTON 1857 or write Acro Marketing Ltd. 
Box 7322 9 Warwick Court 
Advertiser's Weekly 180 Fleet St EC4 London, W.C.1 
LAYOUT MAN requ 
STILL, LIFE ARTIST required by Lon- by Design Dept. of Leading Man, 
don Swdio. Rewuching an advan- chester Printer. knowledge of 
tage but not essential, Five-day week. letterpress printing, typography, art- 
Write stating age, experience and work and block ng essential with 


salary required to ability t© control and co-ordinate all 
Box 7338 Ad. Weekly 180 Pleet St BC4 stages in the production of printed 
mater, Write, stating age, experience 
and salary required to 


Box 7341 Ad. Weekly 180 Fleet St BOs 
required for p and 
High standard also of lettering and typo- 


graphy. Permanent position with good First Class 
prospects 


—b STILL LIFE ARTIST 


Box 7323 
Advertiser's Weekly 180 Fleet St EC4 


required 
capable of meticulously accurate drawing 


in line and wash. 
Box 7325 
ment Manager's office; good prospects Advertiser's Weekly 180 Fleet St EC4 
for a keen, energetic young man, 


aged 20-25. Write giving full par- LADY CLERK ired for A 

Dept. Accurate . Knowledge of 
production an advantage, Five-day 
Advertiser Lid, 26 . week. Ring for appointment TR Afal- 
Croydon gar 7565 


ASSISTANT REQUIRED in Advertise- 


Typographer 
wanted 


This is an opportunity for an 
experienced man to work on 
a wide range of National Press accounts. 
He will also be required to work on 
a variety of high-class printed matter, 
including brochures, booklets, etc. 
Write or *phone details of 
experience etc., to: 


Art Director, 
T. B. Browre Ltd., 117, Piccadilly, London, W.! 
Telephone: GRO 5351/6 


Bie 
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APPOINTMENTS VACANT 


Excellent opportunities exist in 
the following departments of a 
well-known West End agency :— 


SPACE BUYING 
PRODUCTION 
STUDIO 
OFFICE JUNIORS 


Phone 
GROsvenor 8228 
for appointment 


parunent). Is- ynable edu- 
cational standard, accuracy, ncatness 
and a good head for detail, Pro- 


~ —— . Write stating age 
and salary—prev experience if any. 
Box 7336 Ad. Weekly 180 Fleet St BC4 


CUT-OUT 
SHOWCARD 
DESIGNER 


The man we want has had at least 


to getting ouf scamps presen- 
tation roughs in colour half-tone for 
top National advertisers. Finished 
work not necessary. To the right 
man we offer a steady job with 
regular increments. Good working 
conditions in London with a happy 
team. week. Holiday this 
year. Full chance to progress with a 
progressive company. if you 
measure up write—if not, 


Box 7298 
Advertiser's Weekly 180 Fleet St EC4 


await tapping by man with creative 
mind and real flair (plus liking) for 
selling space. Applicants are 
to send ome that they have these 


characteristics 
Box 7333 Ad. Weekly 180 Fleet St BCS 


isements and literature as well as 
knowledge of layout and mechani- 
cal details. The particular duties 
involved in this appointment include 
both retail merchandise and over- 
seas advertising for medical and 
allied products. Good salary and 
prospects offered to right man who 
should be aged 25-35. Terms of 
employment include five-day week 
and pension scheme. Please write 
in strict confidence, giving details 
of career, experience and age to : 
PUBLICITY MANAGER 
BOOTS PURE DRUG CO. LTD. 


Station Street. Nottingham 


CLASSIFIED ADVERTISEMENTS | 


« APPOINTMENTS VACANT © 


Assistant to Space Buyer 


This position requires a man with experience of 

schedule planning and space buying. He must 

be able to make intelligent use of Readership 

Statistics and understand their implications. Full 
details by letter please to: 


MEDIA DIRECTOR 
R.C.N. LTD. 
184 Strand * — Lendon *  WC.2 
BOOKING-IN CLERK ANT required, 
required by well-established Process with approximacly 12-18 months’ 


ge Apply —e -. experi - 


required 
Bou 7339 Ad. Weekly 180 Fleet St BCS 


CREATIVE ADVERTISING ARTISTS LTD. 
8/9 East Harding Street, £.C.4 
City 8101/3 


Require thoroughly experienced 
RETOUCHER 


also an experienced 
LETTERING ARTIST 
to join a busy team working under 
excellent conditions. 
WRITE OR ‘PHONE FOR 
APPOINTMENT 


ton Led., 93 Park Lane, W 


ARTISTS, General, Lettering and Figure, 
required for leading West End com- 
mercial . & studio. 35-hour week. 
No Saturda 
Box 7301 Ad. Weekly 180 Fleet St BC4 


PRODUCTION- 
COPY DETAIL 


Good opportunity in large 
advertising department for keen 
young man or woman with 
previous experience of advertise- 
ment production, biock order- 
ing, etc. Write in first instance, 
in confidence, to Staff Manager, 


knowledge of 
and Layout preferabic. 
bs (no callers seen) two Advertising 

Manager (Dept AA), Spratt'’s Patent 
Led., 41-47 Bow Road, London, E.3, 
enclosing details of age, experience 
and salary required. 


Cory Typist reeeined, single woman 


Pension 
trol 


for appointment, or 
Box 7335 Ad, Weekly 180 Pleet St BOS 


ADVERTISER'S WEEKLY 
APPOINTMENTS VACANT 


PRODUCTION 
ASSISTANT 


wanted immediately for mediunr 

size, growing agency. Knowledge 

of block and typesetting ordering. 

Should have completed National 
Service. 

Apply with details of qualifications to: 


Box 7324 
Advertiser's Weekly 180 Fleet St EC4 


AND ENERGETIC ADVER- 
TISING AGENT wanted by publishers 
of paper backed novels and science 
fiction masazines with considerable 


runs. Apply 
Box 7334 Ad. Weekly 180 Pleet St BOS 


SPACE SALESMAN 


managership open to man of women who 
can deliver the goods and work on own 
inthative State age, experience and selling 
record. 

Box 7366 


Advertiser's Weekly 180 Fleet St EC4 


THE MAN WE ARE LOOKING FOR 
is at present working in a London 
studio, knows his job and is capable 
of carning 4 good salary. He is a top 
flight letterer who does not get harassed 
by a rush job. 
he should write to 
Box 7337 Ad. Weekly 180 Fleet St BOS 


ete. Philip Gotlop Lid... 
u ch Sweet, London, 
WB, WEStern 4130 2-4 
EXPERIENCED re 


ae 
Se. Sep Cp ae rite full 


Bos 7302 Ad. Weekly 180 Plee: St BOS 
ARTISTS. Experienced 


first-class letter - 
ing/layout artists required for Central 
London 


Studio . 
Box 7303 Ad. Weekly 180 Plot & BCs 


THE UNIVERSE 


The Catholic Family Newspaper with a Growing Circulation 
(over 250,000) 


is creating a Senior Advertising post 
whose holder will be directly respon- 


sible to the Directors. 


This is an exceptional opportunity for a man of 


outstanding ability, initiative and drive. 


Applicants 


should have a first-class space-selling record, with 
extensive contacts among advertising agents, execu- 
tives of manufacturers and business executives. 


If you are in this category write in strict confidence, 
giving age, past experience and present salary to: 


Managing Director, THE UNIVERSE 
Field House, Breams Buildings, London, E.C.4 


Phone your Classifieds to CHA 8844 (Ex 25) 


If we have found him 
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» toler ca oductio - - 
la 
pO ie 4 
. of real ability wanted by monthly wade i : 
A we x ©. Must journal (London) Prospect of advertisement tn 
have N ' Must 
firm and is fully experienced in the a 
mechanics of collapsible cardboard i ee Fi 
cut-outs. f typing schedules for London advertis- | oA : ‘7 
He is essentially an ideas man, used ing agency. Five-day week, two woeks’ Fae 
holiday, three weeks after first year. | oa 
ee, ae. Near N. London ne 
s service (Charterhouse St.), ine ee 
Holborn Viaduct Sm. and Tube sta- | Pie 
“ = 
| ‘“ 
gah 5 de 
ay 
a 
plea , CHECKING CLERK required (Male or i 
Female) Apply personally or by 
rs , . Pember - 
ADVERTISEMENT MANAGER required 
for London monthly: starting salary ; 
£500 p.a. and commission. Journal 
leads in its specialised field but impor- 
tant sources of additional revenuc = A g 
2 
P| i ; 24 
= 
BOOTS PURE DRUG | a J 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT | 


MARKET RESEARCH 
ASSISTANT 


(female) required with previous 
research experience and/or applied 
statistical knowledge. University 
degree preferred. Accuracy and 
general intelligence essential. Con- 
fidential post as assistant to Re- 
search Director. Age limits, 22-35 
Apply in writing to: 
Personne! Director 
John Haddon & Co. Ltd. 
11/12 Salisbury Square 
London, E.C.4. 


SECRETARY (18/30 years) required in 


the advertising dept. of a well-known 
West End company. Good speeds and 
ability w work on own initiative 
essential, ‘S-day week. Tel.: GER 
9292, Eat, 55, for appt. 


PRODUCTION ASSISTANT 


Leading London Agency requires 
man with 2 to 3 years’ mechanical 
production experience. This is a 
progressive position, working in 
close co-operation with one of the 
Agency's Contact groups. 


Box 7363 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION MAN required = for 


Hstablished West End Agency to handle 
a number of accounts, He should have 
a sound knowledge of Blockmaking 
and Typefaces, and previous Agency 
experience. Good conditions, five-day 
week and holidays as arranged. 

Rox 7343 Ad, Weekly 180 Fleet St BO4 


CLASSIFIED ADVERTISEMENTS 


answering these _ advertisements must 


RETOUCHING 
and 
STILL LIFE ARTISTS 


wanted for steadily expanding studios. 
Secure, well-paid positions. 
Superannuation Scheme 


Write or telephone for appointment with Art Director 


STUDIO IRWIN LIMITED 
Irwin House, 11 Gough Square, EC4 °* City 2171-3 


EXPERIENCED VOUCHER - CLERK [ FIRST-CLASS STILL LIFE and layout 
required by busy West End Agency. | artist with ideas required for Show- 
Age 25/35. Must be prepared to take | cards and Cutouts by N. London 
responsibility in a steadily expanding Colour Printers. Five-day week, 
Department, Excellent opportunity for canteen and pension scheme. 
right applicant. Write, stating age, Box 7345 Ad. Weekly 180 Fleet St BC4 
experience and salary required ww 
Secretary, Greenlys Lid., 9 Berkeley 


Street, W.1. 
SECRETARY-ASSISTANT ~ a ASSISTANT 
teresting Job with prospects. Phone | ADVERTISEMENT 
MANAGER 


for appointment. Anthony Brand: Lid. 
This vacancy on a leading National 


Aprit 22, 1954 


APPOINTMENTS VACANT 


PRODUCTION 


ASSISTANT 
REQUIRED 


Progressive position for reliable, conscien- 

tious and keen young man of woman, able 

to order typesetting and blocks, issue copy 

instructions and ensure thet blocks are 

delivered by suppliers to papers on time. 

Opportunity to exercise initiative. Good 
salary. 5-day week. 


Write, call or phone 
G. & GERRARD LTD. 
10 Argyll Street, Oxford Circus, W.1 
Telephone: GERrard 6816 


ASPIRING ACCOUNT EXECUTIVE. 


Young man, 24-28, must have agency 
experience and good presence. Prefer- 
ably preparing to take L1.P.A. exams. 
Progressive post, London, W.!. Our 
stall know of this vacancy. Applicants 
— state education, experience and 
sala 

Box 7348 Ad. Weekly 180 Fleet St BC4 


A promi Group of Engineering Companies 
wih offices in North West London requires an 


ASSISTANT 
in its publicity department. Applicants must 
have @ sound mig of all aspects 
of advertising prod work, including 
typography ; some ability at layout would 
be an advantage. 5-day week and super- 
tion scheme. Please reply stating age 


End Agency. He should have a sound 
knowledge of design and typography 

Write fully to opportunity for a young experi- 
Box 7344 Ad, Weekly 180 Fleet St BC4 enced i 


CREATIVE 
TYPOGRAPHER 


WANTED 


Modern outlook 


instinct for enterprising letter forms 


in design for advertising. Must be 


able to produce finished layouts show- 
ing type selections. 


Telephone for an appointment 
GENERAL MANAGER'S OFFICE 


McCann-Erickson Advertising Ltd. 


BRETTENHAM HOUSE, W.C.2 
TEMPLE BAR 6600 


CEN«al 2742. 
and be capable of preparing clients’ Weekly Newspaper (A.B.C. 
roughs in pencil to a high standard. 
Apply in detail ; 
Box 7331 


LAYOUT ARTIST required for West 
irculati tandin 

Ideal conditions and holiday this year. circulation) offers an outstanding 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT P.R.O. required for large 
marketing Company in Welwyn Garden 
City. Journalist preferred, aged 20-30. 
Salary according to oo and experience. 
Pull details, please, 

Box 7371 Ad. Weekly. 180 Fleet St EC4 


An old-established 
London agency wants 


AN ASSISTANT 
SPACE BUYER 


Applicants must have a good 
knowledge of media and ex- 
perience of buying space for 
National accounts. This is an 
interesting job with excellent 
prospects for the right man. 


. » and with an 


Please write in first instance 
giving details of your previous 
experience to: 


Box 7332 
Advertiser's Weekly 180 Fleet St EC4 


and salary required to: 


Box 7328 
Advertiser's Weekly 180 Fleet St EC4 


FIRST-CLASS REPRESENTATIVE re- 


ag by well-known London Exhibi- 

and Display mtractors. 
pe. with strong mal con- 
nections desired. Good basic salary 
and commissions. Only persons capabic 
of warranting a total remuneration of 
not less than £1,750 p.a., need apply to 
Box 7352 Ad. Weekly 180 Fleet St BC4 


ADVERTISING SPACE SALESMAN 
required for weekly wade paper, with 
office in London. Suitable salary and 
commission terms will be arranged. 
Applicants should state approximate 
yearly carnings sought; whether they 
have any contacts . —— and 
if a car is owned; state 
Box 7340 Ad. Weekly + 180 Fleet St BOS 


Phone your Classifieds to CHA 8844 (Ex 25) 


. Technical & General 


Advertising Agency, Ltd. 
Member of the London Press 
Exchange Group of Companies 


Typographer 


T & G require a good middle- 
weight typographer with some 
Agency experience. He (or she) 
will work mainly on advertise- 
ment design with a leavening of 
print. Write or phone Creative 
Director (Coy 2771 Extn 1). 


Layout Artist 


Junior Artist required to assist 
on adaptations and mark-ups 
of Press advertisements. Write 
or phone Creative Director, 
T & G, 167 High Holborn, 
W.C.l, 
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ApriL 22, 1954 


APPOINTMENTS VACANT 


N.S.W. LTD. 
require 


INVOICE CLERK 


Interesting vacancy occurs for keen, 
hard-working man or woman to 
erganise and supervise an important 
side of the Accounts Department. 
Previous experience with agency, 
process engraver or printer essential. 
Good salary according to experi- 
ence. Pension scheme. 5-day week. 
Write, giving full details of experience 
present salary : 


NAPPER, STINTON, WOOLLEY LID. 
14-19 Great Chapel St., W.1. Gerrard 2633 


LONDON LETTERPRESS AND LITHO- 
GRAPHIC PRINTERS have opening 
for young man in Sales Promotion 
Department. Experience in advertising 
and technical knowledge an advantage. 
Salary £500 per annum 

Box 7368 Ad. Weekly ‘180 Fleet St BC4 


Armstrong-Warden 
require a creative 


TYPOGRAPHER 


with experience ranging from 


adaptations to high-quality 
Booklet designing. Write, 
stating experience and salary 


required to the ; 


SECRETARY 
Armstrong-Warden Ltd. 


69 New Oxford Street 
W.C.1. 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


| copy DETAIL CLERK 


HADDONS | 


want a 
Creative Visualiser 


with agency experience 
behind him, and a fully 
future in front of him 


For an appointment with the Art Director 
write or phone 
The Personnel Director 


JOHN HADDON & CO. LTD. 


11 Salisbury Square, London, E.C.4 
CENtral 8156 


required by Leading West End Agency's 
Production Dept, He must have previous 
agency experience and be capable of 
keeping accurate schedules. Knowledge of 
Copy Despatch and ordering stereos and 
clectros is essential. S-dey week, Super: 
annuation scheme. (Our steff are aware 
of this edvertisoment), Write giving full 
details of experience and salary required to: 


Box 7330 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION DEPARTMENT. A large 
West End Agency has a vacancy for a 
om yee man wi ha 


and 
_— full details .-* salary required 
Box 7367 Ad. Weekly 180 Fleet St BOS 


MARSHALL STUDIOS LTD. 
having acquired additional 
premises at 


28, KINGSWAY, W.C.2 
have vacancies for 
TWO RETOUCHING 
ARTISTS 


Permanency for right men 
Phone: Holborn 0534 


WELWYN GARDEN CITY. Journalist, 
aged between 20-30, who wants to 


JUNIOR SPACE REPRESENTATIVE 


South Essex. Fine opportunity. 
Billet Lane, Hornchurch. 


“News,”’ 


TOP-NOTCH SPACE SALESMAN re- 
quired for Class publication. All con- 
tacts supplied, Applicant must be of 
good presence, have pleasing person- 
ality and have had first-class experience 
of high-level contact. This is a unique 
opportunity for a really good man— 
the proposition is likewise unique. 
State age, experience and full details 
of current earnings, in writing, to 

Box 7351 Ad. Weekly 180 Fleet St BC4 


ADVERTISEMENT 
REPRESENTATIVE 


An excellent opportunity for in- 
dustrious young man with ex- 
perience. Well-known and valuable 
medium. Benefit of existing 
connection and wide scope for 
extension of sales. 


Box 7326 
Advertiser's Weekly 180 Fleet St EC4 


VACANCIES for 


1. Assistant Designer 
capable carrying out first class 
finished drawings and neat letter- 
ing for Packaging, Showcards 
and General Graphic 
designs. 

2. Assistant Designer 
able to prepare visual and detailed 
working drawings for General 
Industrial and Display 
Design. 

Permanent job and interesting 
work in progressive design office. 


Send particulars and specimens to: 


Miss P. HUNT 


cdo W. M. de Majo, 
33 Jubilee Place, London, $.W.3 


ARTIST REQUIRED for really first- 
class adaptation work. Phone for 
appointment: 9924 


Production Man 
required by 
Leading West End Agency 


He must have @ thorough grounding in all 
phases of production and be particularly 
strong on Typography. Previous agency 


tial 


Scheme. 5-day week. (Our staff are aware 
of this advertisement), Write giving full 
details of experience and salary required to: 


Box 7329 
Advertiser's Weekly 180 Fleet St EC4 


SMALI 


” BUSY ADVERTISING 
AGENCY, W.C.2 district, require emart 
assistamt, age about 20. Experience 
of general agency work an advantage. 
Permanemt and pensionable position 
for keen, adaptable person. Write 
Box 7369 Ad. Weekly 180 Picet St BOS 


Phone your Classifieds to CHA 8844 (Ex 25) 


enter P.R. is offered post as Assistant 
to woman P.R.O, in large marketing 
Company. Salary sccording t age 
and experience. Full details, please, to 
Box 7372 Ad, Weekly 180 Fleet St BOS 


WORKS CLERK for Exhibition and 
Display Co., must be fully experienced. 
Write in detail and when available. 
Box 7360 Ad. Weekly 180 Piee: St BOS 


CLIFFORD BLOXHAM 
AND PARTNERS LTD. 


want a 
TECHNICAL COPYWRITER 


to work on large and important industrial account 


JOB: Writing and seeing through to print stage 
catalogues and sales promotion material. Meeting 
client to get facts. Visiting building sites for more 
facts and supervising photography. 

REQUIRED: Quick grasp of technicalities; ability 
to make sense out of blueprints. Working knowledge 
of block-making and layout. 

FUTURE: Additional offices for account executives 
are now being designed. One could be his. 

SALARY: Answer this only if you can justify £800 a 
year or more. 

WRITE: Secretary, Clifford Bloxham & Partners Ltd., 
Lion House, Red Lion Street, London, W.C.1. 
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ADVERTISER'S. WEEKLY 
APPOINTMENTS VACANT 


Aprit 22, 1954 


CLASSIFIED ADVERTISEMENTS 
1S YOUR NAME 


: “The 
It doesn’t really m»iter. We don’t be made through a Local Office of the 
want the moon so much as a really 
good down-to-earth visualiser— 


fe require ‘ . 
oe CTION ASSISTANT /RECORD MALE OR FEMALE, required preparation of reports is 
ASSISTANT 10 WORKS MANAGER CLERK. Busy group has vacancy for for responsible position in the Suidio 
accurate, intelligent assistant with all- costing departmem of a large London essential. 
(Staff Appointment) round experience of mechanical pro- Agency. Write, stating age, experience 


preferably one who can not only 
do attractive layouts for presenta- 
tion to clients, but also a certain 
amount of finished drawing on 
occasion. Experience of technical 
advertisingand print an advantage. 
GEOFFREY DADD LTD. 
(Near Morden Tube Station) 


“WOODSIDE”, 90, EPSOM ROAD, 
SUTTON, SURREY 


Telephone: DERwent 4444 (4 lines) 


ARTIST required by London 
Sudio. Hours 8.15 wt 5 pm. 5-day 
week, good working conditions. Holli- 
days considered. Write, stating age and 
experience, to 
Box 7347 Ad. Weekly 180 Fleet St BC4 


| 
; 
, 


Well-known firm of Showcard Mounters 


TRADE JOURNAL publishers in 
Mayfair district invite applications 
for the following vacancies : 

1. Young man of woman to handle indoor 
advertising and circulation work. Some ex- 
perience essential. Shorthand and typing 
en advantage 

2. Shorthand/Typist (Pitman’s system), 
age 19-25. 

Hours 9.30-5.30, Saturday mornings by 


Box 7365 
Advertiser's Weekly 180 Fleet St EC4 


RETOUCHER 


required 
Capable artist fully experienced in 
all types of retouching with 
emphasis on mechanical subjects. 
Good conditions. Five-day week. 
Write or ‘phone : 
BATESON & STOTT 
45 St. Paul's Churchyard, E.C.4. 
CENtral 2664 


prourenve central Manchester Advertis- 
Agency. Own extensive studio. 
Auractive working conditions. 

Box 7370 Ad, Weekly 180 Fleet St BOA 


duction. Essential qualification is ability 


to maintain accurately and promptly 


the simple but important records 


quired immediately for small, growing 
agency in Mayfair. Good prospects. 
All particulars and salary required to 
Box 7349 Ad. Weekly 180 Fleet St BC4 


and + required, to 
Box 7350 Ad. Weekly 180 Fleet St BC4 


have some agency experience 


of eg work, block 
ordering, etc. Good pros- 
pects in a growing West End 


iy system used by the group, Congenial A - 

; lecnid igi ei. tom cosine. || PRODUCTION neue 

: Advertiser's Weekly 180 Fleet St EC4 Box 7346 Ad. Weekly 180 Pleet St BCS JUNIOR J. K. Lambert 

| Psy aawoespaag - Yones eae wasted for Pre- F. C. Pritchard, Wood 
es ired at once for Assistant with printing experience re- & Partners Ltd. 

Me 


We have a further position of 


RESEARCH OFFICER 


vacant in our expanding Market 
Research Department. This is a 
post carrying the responsibility 
for research on important 
national advertising accounts. 
Practical experience in the 
planning and execution of 
consumer surveys and the 


Please write fully and in confidence, 


25 Savile Rew, tendon, W.1. 


; agency. 
: Write stating age, experience and 
required. punst- ye 
Ss. C. PEACOCK LTD. required, Holborn district. Also re- 
Maddox House, subjects. Gee: _- m, conditions. 
215-221 Regent Street, London, W.1 Replies in strict 


confidence 10 
Box 7373 Ad. Weekly 180 Pleet St BOS 


require 


another 
COPYWRITER 


SHILPI LTD., Advertising Consultants of Bombay 
invite applications for the post of 
OPERATING DIRECTOR 


Ld Shilpi Lid. is an advertising agency which also gives service to clients on 
general marketing and (development’ problems The job of the 

Operating Director, which is a will be to manage, within 

more an agreed policy framework, all my work @) ee agency from the maintenance 


of cliem relationships to the completion of vertising and other services. 
The successful applicamt, who could be cither ry man or a woman, would be 


LAYOUT MEN offered a seat on the Board of which he would be the only full4ime working 
member. The job demands general experience of modern advertising vechniques 

and contemporary design and preferably particular experience in some creative 

e branch of advertising, Applicants should also have experien. in a manageria! 


role in either an advertising agency or in the advertising departmem of a4 
large company marketing muhiple products, preferably in the consumer ficid. 
Desi A starting salary of Rs3,250 per month (1 Rupee — is. 6d.) is offered 
gner (£3,000 p.a.) for an age range of 31-38. A car, with an allowance for agency 
running, would be provided. Overseas leave at the rate of 44 days per year 

(including travelling) and leave (non-<cumulative) at 11 days per year will be 

EXHIBITION/DISPLAY gramed. Passages for the director and family (up to two children) at either 
tourist alr fares or equivalent first-class boat fares will be provided on first 

appointment and return passages at similar rates once in every three years of 
& service, The SAG Gf cosh Sous 68 Gale ane nd the freq ot seas leave 


can be determined in accordance with the needs of the job and the wishes 
TYPOGRAPHER 


of the director. 


Upon first appointmen an allowance of £50 tw assist in the 
of clothing and baggage and of Rs7S50 to assist in settling in Bombay will be 
paid. Further information about the post may be obtained from the Tavistock 
Instiute of Human Relations, 2 Beaumont Strect, London, W.1. Applications 
should be addressed to the Chairman, Shilpi Lid., Shahibag House, Witet 


WRITE, giving full details of experience and salary re- Road, Fort, Bombay 1, India. They should reach India not later than 
quired, to The Managing Director, CHARLES F. HIGHAM te ae ee, ee 


LTD., ‘Higham House,’ Curzon Street, London, W.!. It_ is proposed to hold a selection procedure in London in the second half 
which applicans 


may expect to be invited by the 
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Aprit 22, 1954 


Beds, cchtoni VACANT 


es EXPERIENCED 
PRODUCTION MEN 


required 

to work on Nationally advertised 
and interesting accounts 
Previous agency experience is 
essential. Holidays this year by 
arrangement. 
Write for appointment giving full 
particulars of age, experience and 
salary expected to: 

THE PRODUCTION MANAGER 


MASIUS & FERGUSSON Ltd. 
40 Berkeley Square, London, W.1 


SAMSON CLARKS 


have a vacancy for a fully ex 
perienced, agency trained 


PRODUCTION 
MAN 


Write giving details of experience, 
age, salary required to : 


PRODUCTION MANAGER 
SAMSON CLARK & CO. LTD. 
57-61 Mortimer St., London, W.1 


GENERAL ARTIST 
required 

We have a vacancy for a versatile 
man acquainted with every facet 
of studio work. He should be able 
to prepare artwork for all repro- 
ductive processes. An aptitude for 
finished drawing would be useful 
and poste 

Please write giving details of experi- 

ence and salary expected to: 
Art Director 


JOHN TAIT 
& PARTNERS LTD. 
Grand Buildings, Trafalgar Square, W.C.2 


A BRIGHT YOUNG 


DESIGNER-VISUALISER 


is needed for a newly launched 
house magazine. The young man— 
or young woman—must be able to 
work under some pressure and 
produce fresh and interesting art- 
work from own colour visuals. The 
job means working with exciting, 
unfamiliar colour reproduction 
process—means, too, that the suc- 
cessful candidate will be able to 
supervise production of own work 
from first to last ! 


Write or telephone for appointment to: 
PERSONNEL OFFICE 
GESTETNER LTD. 


FAWLEY ROAD, TOTTENHAM, N.17 
Tel: TOT. 2201 


PRODUCTION. 


SECRET AKIES, 
TYPISTS, Telephonists and all ther 
office staff.—The Wigmore Ageacy, 67 
Wigmore St... W.1, HUNter 9951/2/3. 


RETIRED MANAGING DIRECTOR of 


Prominent Indian Advertising Agency 
and now a Newspaper Executive, widely 
travelled and shortly visiting this 
Country desires to act as Adviser to 
Advertising Agents and Commercial 
Houses in General Advertising and Sales 
in India, Media selections, Export from 
and Import to India in Consumer and 
Capital Goods, Travel arrangements, 
etc., etc. Please write to 

Box 7234 Ad. Weekly 180 Fleet St BC4 


SALES MANAGER of the foremost 


Company of its kind in this country, 
with experience of really creative 
merchandising and modern sales tech- 
niques, seeks post of Marketing Execu- 
tive with progressive Advertising 


Agency. 
Box 7317 Ad. Weekly 180 Pleet St BC4 


Experienced man secks 
interesting position im Agency or Pub. 
Dept Sound knowledge of 

work, type, art buying plus creative 
ability 

Rox 7353 Ad. Weekly 180 Pleet St BC4 


LETTERING LAYOUT ARTIST. Ex. 


Col. B/W. seeks chanac 
Box 7354 Ad. Weekly 180 Fleet St BO4 


ARTIST, all-round retouching, leuering 


line, etc., seeks part-time job, 3 or 4 
days a week 
Box 7355 Ad. Weekly 180 Pleet St BC4 


AMBITIOUS YOUNG MAN (5) at 


present employed in Advertising Office, 
seeks position of space salesman with 
trade publication. No previous experi- 
ence in this line, but wishes opportunity 
to prove worth. 

Box 7356 Ad. Weekly 180 Pleet St BC4 


YOUTH, VERY KEEN ARTIST, not 


suitable for N.S., would like to hear 
from Studio or Agency willing to give 
training. R. Prince, 36 Frances Road, 
EA. 


STUDIO MANAGER-Art Buyer position 


desired by Freelance Artist with Agency 
and Studio experience, where organising 
and artistic abilities would be appreci- 


ated. 
Box 7357 Ad, Weekly 180 Flees St BOS 


EXPERIENCED SPACE REPRESENTA- 


TIVE of proven ability desires change. 
Box 7320 Ad. Weekly 180 Fleet St BC4 


FREE LANCE SERVICES 


GREETING CARD 
ARTISTS & DESIGNERS 


Greeting card manufacturers 
wish to contact artists able to 
design attractive cards— 
Christmas, Birthday and 
Special Occasion—suitable for 
genera! market. Novelty of 
design and/or fold of 
card particularly interesting. 
Roughs or artwork should be 
sent for consideration te 


A. MASON & Co. Ltd. 
207 ST. JAMES’S ROAD 
CROYDON - SURREY 


EXPERIENCED 


LAYOUT ARTIST (Ex. Fig.) specialises 
brochures, seeks - 


in folders and 
missions. 
Bon 6935 Ad. Weekly 180 Flee: St BOS 


FREE-LANCE LAYOUT AND IDEAS 


Lm | wanted by ~~~ oe Agency. 
jood roughs esentisl, Writ 
Box 7212 Ad. Weekly 180 Pleet St BCA 


COPYWRITER with 
well-known style offers a limited out- 
put; whimsical, breezy or tyrical, yet 
endowed with siling force. 

of evidence available, but only those 


with courage should ¥ 
Box 7318 Ad. Weekly 180 Flee: St BOS 


| 


AERIAL 


Street, 
E.c4. Phone: CENwal 1740. 


SPACE SALES. 


BANNER ADVERTISING 
Contract desired over Great Yarmouth 
June-September 50/100,000 = visitors 
weekly. Anglian Air Charter, Great 
Yarmouth Phone: Caister 291 


MY COPY SELLS! Powerful, persuasive 


copy for all advertising and sales needs 
by a writer who ects results. 15s, per 
100. £3: 500. 5 ome. 1,000 

Box 7358 Ad. Weekly 180 Fleet St BOS 


COLOUR PHOTOGRAPHY by = Ivor 


Ashmore and Roy Round. Reasonably 

priced, yet ecxceptional. Fashion and 

advertising. May we bring you 
ER 6665. 


BUSINESS OPPORTUNITIES 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 

by photolitho or letterpress (own 
photo-litho process plant). 
CARILLON PRESS LTD. 

Vine Colour Primen, Bournemouth. 
Telephone Boscombe 36835. 

London Office 98-100 Pieet 


TRADE OR TECHNICAL journal —" 


prictors conte 
invited by expanding publishers wo offer 


future management. 
tions Lid., Ludgate Circus, £.C4, 


Representative 
Central London (own equipped 

glad to consider additional represent 
ation Communications strictly con- 
fidenuial to 

Rox 7042 Ad. Weekly 180 Pleet St BOS 


ADVERTISEMENT CONTRACTORS. 


Have you joined your own Associa- 
tion founded to further your profes- 


AREA ATION required by 
Midlands Art Sudio of technical 
specialists I aree, competent staff, 


high productive capacity. 
Box 7362 Ad. Weekly 180 Pleet St BOS 


SALES AND WANTS 


ELEGANT GUSTENING DANAURA 
modern continued 


venetian blinds give 
ventilation without draughts. — 
winter fuel and lighting costs. 
easily kept clean. Light-weight, mt. 
non-corrosive, heatproof. Write Dept. 
8, Danaura Led., 12 Whitehall, $.W.1. 


JENNERS OF EDINBURGH offer for 


sale a post-war Massecley showcard 
printing machine including various sires 
of display tre. Little used and in 
perfect condition. 
to Advertising Depa 

Princes Street, Edinburgh Lid. 


FOR SALE. 2,000 sq. ft. interlocking 


exhibition Log | it, ~} — =" 
Space needed. hat offers? (London). 
Box 7361 Ad. Weakly 180 Pleet St BOS 


TENDERS 


BOROUGH OF 
WESTON-SUPER-MARE 
Tenders (to be received by May 
21st, 1954) are invited from printers 
for the printing of 40,000 Official 
Guides for 1955. Specification and 
further details can be obtained from 
the undersigned 


EDWARD TURNER 


Publicity and Public Relations Officer, 
Town Hall, Weston-super-Maore 


APPOINTMENTS WANTED FREE LANCE SERVICES @ 


“ HAND - PICKED ™ 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS. 


COUNTY BOROUGH 
OF SOUTHEND-ON-SEA 
Advertising on Litter Bins 
Tenders are invited for the right to place 
advertisements plates on approximately 
200 street litter bins throughout the 

Borough for a period of three years. 
Tenders on forms ched to the Particul 
and Conditions obteinsble from my office 
must reach me not later than the 3rd May. 


ACCOMMODATION 


STUDIO accommodation, with phone, 
available to one or two artists working 
Holborn area, 
friendly studio adjacent, -— £3 (ber 


on Freelance basis 


week, Work 
retouching, lettering, etc. 


Apply 
Box 7359 Ad. Weekly 180 Pleet St BO# 


MISCELLANEOUS 


DEBTS coliccted throughout 
rewlt—no fee, Bri 
80 Leeds Road, 


D | COURSES 


Briain, No 
lega! (Hetab, 1919), 


AA and IIPA 


EXAMINATIONS 


INTERNATIONAL CORRESPON- 
DENCE SCHOOLS offer comprehen- 
sive and uptodate Home Smdy 
Courses and Tuition in preparation 
for the above ——s RS 
Courses have been prepa e- 
perienced and successful advertising 
men. 
Year after year 1.C.S, Seudents figure 
ly +7) the lists of passes and 
with our help many advertising men 
and women ve become Associates 
ot the LLP.A. or AA. diplom 
holders. 
All our candidates are coached until 
successful without extra charge, 
We ako sive epecintans tn 
COMMERCIAL ART, POSTER 
DESIGN, LETTERING and SIGN 
WRITING 
Write to-day for free book containing 
full information about our excellent 
instruction service. 
Dept. 28, INTERNATIONAL 
CORRESPONDENCE SCHOOLS, 
International Buildings, Kingsway ,W.C.2 


SPECIAL ANNOUNCEMENTS 


See April 8 issue of Apver- 
Tiser’s WEEKLY, po 90-91, 
for the Monthly Register 
of Trade and Specialist Pub- 
lications Section. May 13 
will be the next issue con- 
taining this Register. 


See April 15 issue of Apver- 
TISeER'’S WEEKLY, pages 128- 
130 for the Advertising Ser- 
vices & Supplies Section. 
May 13 will be the next 
issue containing these 
Services. 


Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER’S WEEKLY 


advertiser's 
eekly 


Tuurspay, Aprit 22, 1954 


S. a copy 
52/6 a year 
Post free 
55/- (overseas) 


A NEW Perpetual Selling Medium 
for the Office Equipment Industry 


The comprehensive coverage of this entirely new, first- 
ever Directory of Office Equipment and Appliances will 
make it of inestimable value in thousands upon thousands 
of offices, great and small, throughout the country. Its 
vast store of factual information will ensure its constant 
reference by all who use AND BUY Office Equipment, 
making it a perpetual, sales-pulling medium for everything 
which is used in the office. Phone Chancery 8844 for 
rates and details. 


recom What it will contain nannnnrnrrQrrn 


The information contained in thousands 
of questionnaires, analysed, classified 
and tabulated will be available in con- 
cise easily readable form to ensure its 
utmost usefulness. 


Trade Names section wil! contain a full 
list of the many trade names in use, the 
products and firms they represent. 
Provincial Representation section will 
give names of firms, provincial addresses 
by county and town, local executives, 
telephones, etc. 


U.K. Retailers. Thousands of names 


Manufacturers’ and Distributors’ names, 
addresses, telephones, telegraphic ad- 


dresses, lists of products in alphabetical! 
order, 


Classified Lists of products will show 
under more than !00 headings, all types 
of commodities and appliances, trade 
names and makers. 


and addresses of retailers throughout 
the country—an invaluable feature. 
SURVEY OF EQUIPMENT. About |40 
editorial pages devoted to the descrip- 
tion of a multitude of products and 
their uses. 


Use it to sell Office Equipment 


> 
} 


Published by 


_~Te-,r,rey-ry,ry-ryryYryvwrevrvyryryyryy,ryryryr,ryrr"------s- 


the Proprietors of Husiness 


Matin 


( 


BUSINESS PUBLICATIONS LTD., 


ll i i i i i i i 


180 FLEET STREET, 


E.C.A. 


PA 


TEL. CHANCERY 8841 


Published by the 1 SINESS PUBLICATIONS Led... 
pril 22, Fore Printed in England by Keliher, Hudson & Kearns Lid. 


at their office at 180 Fleet Street, London, E.CA 
15-17 Hatfields London, S.E 


STOP PRESS 


G. C. GRIFFITH NEXT 
BFMP PRESIDENT 


naging 
Griffith & Sons, Léd., Loadon and 
Bedford. 


Other nominations: Hamish A. 
MacLehose, chai 


.. F. Boer, company’s 
art director, have both become 
fathers of sons. 


Leon Siggins. | of Cc. D. 


Siggins is ex-member of N 

and was her husband's secretary for 
Lintas Information Services ap- 

pointed to handle press relations 

work for Joy Ricardo (Haute 

Couture) and the Illustrated Class- 

room Education Co., Ltd. 


Before annual general meeting of 
Regent Advertising Club next 
Wednesday, annual competition for 
Haddon Cup will be . Cu 1 
awarded to the best = indiv 

aker in 

here are t 
Bird, Philip Jenes and W. E. 


“Anglers’ Annual” has 
bought by the Heathcock 
Lid., owners of monthly, 
Caravan.” 

Circulated with April issue 
“The Decorat ° is an anti-“‘do “ 
yourself” leaflet which argues, _— 
illustrations, that householders 
well abvtsed tm eal te © Gnansater 
instead. 

Extensive spring ——> 
planned for Twilfit corsetry 
— covers national and pro- 
vincia 


, director of Market 

Harry Henry. die Lid., has left 
for New York. He will read paper 
at joint conference of American 
Association for Public O 
search and the World 
for Public Opinion Research which 
is taking place at Asbury Park. 
New Jersey. 


managing director 
aod editor “Tottenham Herald” 
series, has died after long iliness. 


John Rose, 


om Chancery 8844.) 
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